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ouch Proofs 


Absorbine, Jr., labels athlete’s foot 
“furtive” disease. After all the 
ayertising it’s had? 

a 


Mr. Rainwater, A. H. O. reminds 
, has become vice-president of 
Myca-Cola. Turner Jones ought to 
vive assurances that there will be no 
Mjution of the product that made 
hilanta famous. 

~~ FT F 


“How long has it been since you 
moked a cigar?” asks Bayuk. One 
wf the readers of Rough Proofs ad- 
mits that he smoked his first and 
st one at the age of six. 

vewuy 


Simmons is offering a thirty-day 

ee trial to Beautyrest mattress 

prospects. And when a lady user 

emands testimony as to the effect 

m her pulchritude, every mattress 

lesman is expected to do his duty. 
vvwy 


George P. Ide & Co., famous in the 
ays of boiled shirts and demount- 
ble cuffs, have decided to liquidate. 
he glory that was Greece and the 
andeur that was Troy! 


. = 


In his new book, “The Industrial 
Discipline,’ Professor Tugwell finds 
dvertising an expensive luxury. 
lowever, he may be willing to ac- 
ept a little of it if it will aid to 
pread the gospel of the planned 
bconomy. 

7 | 9 


Postmaster-General Farley will be 
speaker at the A. F. A. convention. 
e is expected to describe Uncle 
bam’s big national campaign in be- 
half of the neglected 3-cent stamp. 
vvwey 


Laundry owners and washing-ma- 
hine manufacturers have signed a 
peace treaty. Any dirty linen washed 
n public hereafter in these indus- 
ries will be the customers’. 


¥ Vv F 


The National Editorial Association 
doesn’t like the idea of Western 
Union messenger boys distributing 
‘throwaways,” and says so in a reso- 
ution “recommending to their con- 
sideration the good will-regaining 
alue of the home town newspapers.” 
It was not stated whether Jimmy 
Durante was one of the writer-uppers 
of the resolution. 
vvwy 


Forty-five is the dangerous age for 
advertising men too, suggests S. 
Roland Hall. Then is when the vol- 
cano of rebellion against the repres- 
sion of the blue pencil begins its 
most violent eruption. 

ee BB 


Purina, which we have known for 
so long as a breakfast food, is also 
the name of an insect spray, the 
advertising informs us. The insects 
are certainly going to feel flattered. 
~~ FF 


Bill Hay has been appointed man- 
ager of Station WMAQ, but he will 
continue to advise listeners to see 
their dentists twice a year. 


> oe = 


“Rapporteur,” according to reports 
from the international economic con- 
ference, is the person entrusted with 
drawing up the actual working pro- 
gram. Every husband has one. 

— - 


Francis H. Sisson warns of the 
“siren call” of cheap money and in- 
flation, but this is a case where 
America is going to be able to re- 
sist everything except temptation. 


Copy Cus. 


BAN ON UTILITY 
MERCHANDISING 
HELD INVALID 


Kansas Supreme Court Voids 
2-Year Old Law 


Topeka, Kan., June 14.—The Kan- 
sas anti-merchandising law, which 
forbid the selling of merchandise by 
public utilities companies, was de- 
clared unconstitutional by the state 
supreme court in a decision handed 
down June 10. 

The opinion was rendered in the 
case brought by Cities Service gas 
distributing companies, operating in 
the state, which started a test case 
against the law, passed in 1931, in 
the Shawnee county district court. 

The lower court upheld the law, 
and the state supreme court decision 
declaring it unconstitutional is the 
result of an appeal from the lower 
court’s decision. 

As to the constitutionality of the 
measure Justice William E. Hutchin- 
son, who wrote the opinion, held 
that the law “is unconstitutional 
and void because it is in violation of 
the fourteenth amendment of the 
constitution of the United States in 
that it denies to certain individuals, 
firms and corporations the equal 
protection of the laws.” 

“Where a public utility corpora- 
tion is authorized to do business in 
Kansas in the manufacture, purchase, 
supply and distribution of artificial 
and natural gas,” the opinion held, 
“the sale of gas appliances by it, 
under the facts and circumstances 
set out in this opinion, is intimately 
connected with and incidental to the 
same, and is an implied power of 
such company because it directly 
and proximately tends to accomplish 
the general purpose for which the 
company was incorporated.” 


Sold Most of Appliances 


The court held that there was evi- 
dence to show that 80 to 90 per cent 
of the gas appliance fixtures were 
sold by the utility companies and 
that they sold and installed safe and 
standard equipment at fair and rea- 
sonable prices and at a fair profit. 
Long term contracts permit consum- 
ers to enjoy use of modern equip- 
ment and campaigns of the utilities 
companies went far in increasing the 
demand for their service. These 
activities, it was held by the court, 
were regular, legitimate, and’within 
the constitutional rights of the cor- 
porations. 

“With no feature of public welfare 
actually involved, the conclusion 
surely must follow that to deprive 
these plaintiffs of an implied power 
and privilege incidental to their gen- 
eral business is unreasonable, arbi- 
trary, unjust and oppressive,” the 
opinion concluded. “Other individ- 
uals, firms and corporations can en- 
gage in merchandising these appli- 
ances, but this particular class can- 
not. They are deprived of the equal 
protection of the law. We therefore 
conclude that the act is unconstitu- 
tional as being in violation of the 
fourteenth amendment of the consti- 
tution of the United States.” 

The decision of the Kansas court 
will undoubtedly have an important 
effect in renewing efforts to repeal 
similar laws in other states, and will 
also act as a deterrent to the passage 
of anti-merchandising laws in states 
which have long contemplated such 
legislation. 


New York, June 16.—Grand Rap- 
ids, Mich., long “the furniture center 
of America,” will likewise be the 
advertising center of the country 
the week of June 26 when the Ad- 
vertising Federation of America 
holds its 29th annual meeting in the 
new civic auditorium there. 

An attendance of some 3,000 ad- 
vertising men and women is antici- 
pated for the A. F. A. meetings and 
the simultaneous meetings of News- 
paper Advertising Executives Asso- 
ciation; Promotion and Research 
Managers Association; Direct Mail 
Advertising Association; Public Utili- 
ties Advertising Association; WNa- 
tional Association of Broadcasters; 
American Community Advertising 
Association; and Outdoor Advertis- 
ing Association of America. There 
will also be a meeting of a group of 
executives interested in the use of 
talking movies as an advertising 
medium. 

The general theme of the meeting 
will be “Advertising’s Job in the 
Changing World,” and a galaxy of 
stars in the advertising, business 
and publishing firmament will dis- 
cuss specific phases of this general 
theme. 

The program, developed under the 
direction of Henry T. Ewald, Camp- 
bell-Ewald Company, Lee H. Bristol, 
Bristol-Myers Company, and Earle J. 
Freeman, Kellogg Company, provides 
for few general sessions, most of the 
time being devoted to departmental 
and allied association meetings in 
which intimate problems of each 
group may be discussed in concrete 
form. 

The convention will open with a 
luncheon and general session June 
26, at which the speakers will be: 


General Sessions 


Lee V. Mulnix, president, Adver- 
tising Club of Grand Rapids, and 
chairman of the convention host 
committee; Mayor John D. Karel; 
Gov. Wm. A. Comstock of Michigan; 
Senator Arthur H. Vandenberg; 
Wendell L. Willkie, president, Com- 
monwealth & Southern Corporation; 
and Edgar Kobak, president, A. F. A., 
and vice-president, McGraw-Hill Pub- 
lishing Company. 

At the Monday evening banquet 
Postmaster General James A. Farley 


A.F.A. Program for 
Grand Rapids Meet 
Takes Final Shape 


READY FOR MEETING 


Edgar Kobak, president, Advertis- 
ing Federation of America. 


will be the featured speaker. He 
will be introduced by Grover A. Wha- 
len, president, Advertising Club of 
New York and general manager, 
Wanamaker’s. 


Prominent Speakers 


Senator Arthur Capper, publisher, 
Capper publications; T. K. Quinn, 
vice-president, General Electric Com- 
pany; and C. W. Kettering, General 
Motors Corporation, will speak at the 
luncheon meeting and general ses- 
sion on Wednesday, June 28. 

Others who will be heard at gen- 
eral sessions include Stuart Peabody, 
the Borden Company, New York, 
president of Association of National 
Advertisers; Lena Madesin Phillips, 
president, National Women’s Coun- 
cil; Gilbert T. Hodges, chairman of 
the A. F. A. board and member of 
the executive board of the New York 
Sun; G. Lynn Sumner, president, G. 
Lynn Sumner Company, and director 
of the A. F. A.; and George W. Klei- 
ser, president, Foster & Kleiser, and 
chairman of the council on depart- 
mental activities of the A. F. A. 


(Continued on Page 15) 


exercised by Mr. Hubbard. 


Last Minute News Flashes 


Hubbard Leaves Fuller & Smith & Ross 

New York, June 16.—Francis G. 
dent and treasurer of Fuller & Smith & Ross, Inc. 
president in charge of the agency’s San Francisco office, has returned to 
New York, where he has assumed the supervision of mediums formerly 


Hubbard has resigned as vice-presi- 
Cc. M. Seymour, vice- 


Fada Radio Account Goes to United 
New York, June 16.—The advertising account of Fada Radio and 


Electric Corporation, Long Island City, N. Y., has been placed with 
United Advertising Agency, New York. 


Basil Church Leaves Capper Publications 

Chicago, June 16.—Basil T. Church, Chicago manager for the Capper 
Publications and chairman of Chicago Advertising Council, will become 
associated in an executive capacity with Whitlock & Co., Chicago, direct 
circulation representatives for some 2,000 newspapers and a large number 
of national magazines and farm papers, effective June 20. 

He will be succeeded in the Capper organization by H. M. Breneisa, 
a member of the staff for eight years. 
Publications for 13 years, eleven of which have been spent in the Chicago 
office. He has been Chicago manager for seven years. 


Mr. Church has been with Capper 


TRADE UPTURN IS 
DEPICTED IN NEW 
GOODYEAR COPY 


Aims to Advance Reconstrue- 
tion Program 


New York, June 15.—Adjusting its 
advertising program to improved 
business, the upward trend of prices 
and the relationship in the consum- 
er’s mind between current events 
and his opportunities to make profit- 
able investments in merchandise, the 
Goodyear Tire & Rubber Company 
has launched an extra campaign 
comprising a page of semi-institu- 
tional copy every Sunday in a repre- 
sentative list of leading city news- 
papers. The campaign is in charge 
of Erwin, Wasey & Co. 

The extra advertising, which is 
signed by the president of the com- 
pany, P. W. Litchfield, is not only a 
merchandising effort but a construc- 
tive move by a representative and 
widely influential American busi- 
ness to advance the reconstruction 
program of the federal government. 
As such, it is receiving close atten- 
tion from the heads of other indus- 
tries who are on the lookout for prac- 
tical means of aiding the country 
and the administration along the line 
of progress marked out by the indus- 
trial recovery act. 

The additional campaign does not 
affect the extensive regular cam- 
paign consisting of straight selling 
copy in week-day editions of one of 
the largest newspaper lists in use by 
any advertiser. 


Copy Is Varied 


Though the Sunday advertise- 
ments are alike in purpose, they are 
dissimilar in subject and style. 

The first, which appeared June 11, 
was headed, “See What Your Buy- 
ing Is Doing.” It was illustrated 
with three news-style photographs. 
One showed a long line of ex-em- 
ployes before the Akron plant who 
were answering the call to return to 
work, another depicted the scene as 
the personnel manager put the O. K. 
on a job applicant’s slip and the 
third registered the happy smile of 
a worker on his first day back on 
the job. 

“These photographs typify the 
most important thing that has hap- 
pened in American business in the 
last three and a half years,” said Mr. 
Litchfield’s accompanying message. 

“They picture men going back to 
work, skilled, capable, ambitious, job- 
hungry American citizens. See them 
here line up before the Goodyear em- 
ployment offices in Akron, getting 
jobs by the hundreds, even thou- 
sands, as the call for production 
sounds. i 

“This is happening not alone in 
Akron and in Goodyear plants else- 
where, but in factories of every kind 
in towns and cities all over this great 
land. 

“Your buying has started this. 
Washington snapped the paralysis of 
fear and your buying did the rest. 
Keep it up!” 

The foregoing excerpt comprised 
nearly half the text of the adver- 
tisement, and much of the remainder 
of the copy was in the same vein. 


Notes Passing of Chiselers 


The advertisement which will ap 
pear June 18 is headlined, “Exit the 
Chiseler!” After describing the ruin 
the price-cutter has wrought during 
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the past three years, the copy |ation of this figure would be the only |\Qymqha Advertising Club EVERYBODY'S HAPPY NOW, SAYS GOODYEAR 
states: change required in the copy should PL Ss ial C ° ° 
“Now suddenly the whole picture | prices be advanced before the adver- ans opecia ampaign . 
is changed. tisement was run. An intensive campaign to adver- 


“It is changed because the public 
has started in not only to buy, but 
to buy selectively—to seek out not 
merely low price, but sound sub- 
stantial value as well. 

“The nation thrills to a new pur- 
pose and a new comprehension that 
fearlessly say that for the benefit of 
all—farmer, laborer and business- 
man alike — prices must go higher, 
not lower; and the whole power of 
constructive administration in 
finance, industry and government is 
pledged to make this happen.” 

Each advertisement of the series 
creates the feeling that prices are 
going up and that the tendency is to 
everyone’s advantage, particularly 
those who buy before finished goods 
prices react fully to higher commod- 
ity prices. 


Breaks AWay from Price 


The advertisements break com- 
pletely with the emphasis on price 
and the sharply competitive tone 
which have characterized tire copy 
for so long. Comparative value is 
discussed only in terms of former 
prices on Goodyear tires, and the 
only price quoted appears in a phrase 
in the signature cut caption, “prices 
starting as low as $6.40.” The alter- 


The theme of the new week-day 
copy is, “Why not buy the tire which 
has everything? It costs no more.” 
Although prices are brought to the 
fore by the inclusion of the con- 
ventional price tables, the copy has 
a decided trading-up tone. 


Lang Opens New Offices 


Offices have been opened in Chicago 
and New York for Freeman Lang 
Sound Studios, which maintain ex- 
ecutive offices and studios in Holly- 
wood. The organization uses the 
trade name “Transco” and distributes 
through the Radio Transcription 
Company of America. 


Has Insurance Account 


Fireman’s Fund Insurance Com- 
pany, San Francisco, heading a group 
of western fire, marine and casualty 
companies, has placed its account 
with Edwin P. Gerth & Co., San Fran- 
cisco. A campaign using 50 Califor- 
nia newspapers is being released this 
month. 


St. Louis Has Agency 


Jimm Daugherty, Inc., St. Louis, 
has been named to handle community 
advertising for St. Louis. Newspa- 
pers, outdoor, radio, direct mail, and 
business publications will be used. 


tise advertising to Omaha business 
men is being planned by Omaha Ad- 
vertising Club. It is planned to start 
the campaign in the fall, and to 
utilize newspapers, radio, direct mail, 
outdoor and other mediums. 

The campaign will be handled by a 
special committee of the club. 


Flagg Returns to 
Post in Seattle 


J. C. Flagg has resigned as busi- 
ness manager of Boston American to 
resume the post he formerly held as 
business manager of Seattle Post- 
Intelligencer. 

A. E. Crawford has been named 
circulation manager for the Seattle 
paper, and L. R. Polcar has been 
named managing editor. 


Graham-Paige Account 
Goes to N. W. Ayer 


Graham-Paige Motors Corporation, 
Detroit, has placed its account with 
N. W. Ayer & Son, Inc., Philadelphia. 
The account will be serviced by the 
agency’s Detroit office. 


Gets Scripps Account 


Scripps Motor Company, Detroit, 
has appointed L. Charles Lussier, 
Inc., Detroit, to handle advertising 
of Scripps marine power plants. 


A Department Store’s 


Impression of 


the 


HOMES THAT COUNT 


“We find that 74% of The Quality Group subscriber-families 
in this city are regular charge customers of this store, and this 


does not take into account the remaining 26% who may be 


trading here on a cash basis ... There can be no question as to 


the quality of merchandise bought by these people. The finest 


families of which we boast are listed and they might well be 


listed as the ‘Who’s Who’ of our town. Their buying is gener- 


ous and their quality requirements very exacting.” 


A group of people known to department stores for generous buying, for 
“exacting quality requirements,” is a valuable group of people for national 
advertisers of quality merchandise and services to know about, too. 


Especially when such a group has a common interest in the magazines to 
which they subscribe. Department stores in many cities tell us that Quali- 
ty Group subscriber-families are their best customers, the most liberal 


buyers. 


Everywhere, Quality Group homes are the “Homes that Count.” 


Advertisers who want to reach the best buyers of every community 
throughout the nation can do so with maximum effectiveness through 


The Quality Group Magazines. 


THE QUALITY GROUP 


ATLANTIC MONTHLY 
CURRENT HISTORY 
THE FORUM 


BOSTON - CHICAGO 597 Fifth Avenue, New York City 


HARPER’S MAGAZINE 
REVIEW OF REVIEWS 
SCRIBNER’S MAGAZINE 


' SANTA BARBARA | 


(Number 1 of a series of comments by business men 
about the buying habits of Quality Group  sub- 


scribers in their cities. 


Dealer’s name available.) 


See what your 
Buying is doing! 


io American business in the last 
three and a balf years 


‘They picture men going hack to work — 
skilled, capable, ambitious, job- buogry 
, : 

See them here lined up before the Good- 
year employment offices in Akron, getung 
jobs by the hundreds, even thousands, as 
the call for production sounds 

‘This is happening oot alone ia Akro and 
{in Goodyear plants elsewhere, but im fac- 
tories of every hund mm towns and cities all 
over this great land! 


_ 
cated bak weet by eomemead ae 
Pera Aen aod amie memes ory hang oma be opm pms mL Aepee sad e Cedidiom Annan 


"Your buying has searted this. Washington 
snapped the paralyus of fear, and your buying 
did che res. Keep it up! te aga 
It's putung men bach on thei jobs, back or pay 
tolls It’s setung wheels turning, pluming chun- 
aeys with smoke, staruog sileot machines hum 
mung. and bnag.ng hope back to bearts that were 
black with despa. 

Today factones can turn out goods and dealers 
an sock thei Shelves with a aew confidence 
that they can get back the money they put in 
merchandise, because they can find a market 


straight years. 


And as more people go back to ther jobs and 
payrolls connnuc to grow and flow into trade, 
the markets will grow even greater 


lure Once cost you. 


Theans is every reasen wh you should buy to- 
day. Apart from the fact that you furnish work 
for others, and thus safeguard your own work by 


enabling others to buy the things you produce, years ago 


you cam fill your weeds mow at prices you may wot 


Take ures, tor example — prices on tires pave 
dropped, almost without interruption, for might 


Now, with rubber and cotton on the rise along 
with other commodities, you can fore- 
see what us bound to happen 
Yer of you act ia time you aaa 
still buy a whole set of tires 
for no mere than a single 


Aad if you buy Goodyear 
Tires, you get tires three to 
four times better — in looks, 
safety, protection from 
blowouts, mileage — than 
any tires were a few § 


Apri aad Nay §s, 2300 wen ond wromen were added te the Gondyuar 


Loox again at, the photographs ete — thiak 
what is happening in che mills and homes and 
markets of the country behind such scenes » 
these — see what your buying ii doing! 

For your own as well as the common good, 


beep it up! 


R. W. Litchfield, president, Goodyear Tire 
signed this full page newspaper advertisement 
every one is benefitting from revived 


& Rubber Company, 
— out how 
uying. 


ANP.A. WARNS 
AGAINST GIVING 
OF GUARANTEES 


System Not Practical, Mem- 
hers Are Told 


New York, June 15.—The query of 
newspapers by the agency for one of 
the largest national advertisers ask- 
ing if guarantees of circulation had 
been given to others and claiming 
equal treatment in the event of any 
refunds under such _ guarantees 
prompted L. B. Palmer, general man- 
ager, American Newspaper Publish- 
ers Association, to send a bulletin to 
members this week under the sub- 
ject, “Shall We Submit to Circula- 
tion Guarantees?” 


Mr. Palmer said the _ incident 
marked the demand for newspaper 
circulation guarantees as a growing 
evil at this time and began his dis- 
cussion by calling attention to the 
resolution condemning the practice 
which was adopted at the convention 
in April. 

The committee on standard adver- 
tising contracts had just previously 
rejected circulation guarantee pro- 
visions on the grounds that adjust- 
ment of rates to accord with the un- 
avoidable day-to-day fluctuations in 
newspaper circulations is impractic- 
able, and the resolution recommended 
to members that they refuse adver- 
tising orders from agents or adver- 
tisers containing a guarantee of cir- 
culation. 


An Old Subject 


“This resolution amplifies and em- 
phasizes a resolution on the same 
subject adopted in May, 1922,” said 
Mr. Palmer. “Some members will 
recall the sporadic efforts to impose 
circulation guarantees made at that 
time, which abated following the ac- 
tion of the A. N. P. A. 


“Before adopting this year’s reso- 
lution, the convention thoroughly ex- 
plored the whole question of circula- 
tion guarantees from both the ethical 
and practical standpoints. It was 


brought out that the form of circu- 


lation guarantee recently submitted 
by some agencies is basically unfair, 
since it calls for reduced rates in 
case of lessened circulation, but no 
increase for increased circulation. 
Some circulation guarantees in con 
nection with local advertising pro 
vide for increased rates in the event 
of increased circulation. 


“The discussion also brought out 
the further points that the frequent 
audits and relative stability of news 
paper circulations obviate any prac 
tical necessity for guaranteeing cir- 
culations, that there has never been 
and is not now any general demand 
by advertisers for such guarantees, 
and that special considerations for 
the few advertisers who demand 
them, in defiance of the standard 
practice, should not be given in fair- 
ness to other advertisers. 


Sure to Spread 


“Another point brought out was 
that this new demand on publishers, 
arising out of the depression rather 
than out of practical requirements of 
the business, would be sure to spread 
if given a foothold, because of com- 
petitive conditions, and that it ought 
not to be allowed to fasten itself on 
the newspaper business. 


“It was further emphasized that 
guarantees necessitate adjusting 
rates and are wholly undesirable for 
all elements in the business, since 
they involve endless bookkeeping and 
innumerable petty adjustments for 
publishers, special representatives, 
agencies and advertisers.” 

Mr. Palmer said that developments 
since the convention indicate that 
the demand for circulation guarat- 
tees is still limited to a small num: 
ber of advertisers and agencies, but 
that others are disposed to demand 
equal treatment when guarantees are 
given. 

In many cases, strong newspapers 
have been asked to guarantee only 4 
limited percentage of their circula- 
tion, while others, in a weaker bar- 
gaining position, have been asked to 
guarantee either latest A. B. C. fig 
ures or the circulation existing at 
the time present rates went into ef- 
fect, in some cases several years 
back. 

“Unless publishers take a firm stand 
in this matter, they are in danger of 
permitting a few advertisers and 
agencies to establish a custom which 
will ultimately be detrimental to the 
whole newspaper business,” said Mr. 
Palmer. 
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Conservative estimates indicate that over 15,000,000 
people will attend A Century of Progress in Chicago this year. 
and that about two-thirds—10,000,000—will come from be- 
yond the Chicago 40-mile area which in itself constitutes an 
annual $2,000,000,000 market. 

If each of these visitors spends only $50 while in Chicago 
that small individual expenditure alone will increase Chica- 
go’s 1933 sales figures by $500,000,000! These hundreds 
of millions will be spent again and again by Chicagoans dur- 
ing A Century of Progress and after! Chicago will once more 
lead the country to better business as it did with the Colum- 
bian Exposition in 1893. 

Most of the millions of visitors coming to Chicago know 
the Tribune. They will use it as their buying guide. Just as 
600,000 families in Chicago and suburbs accept the Tribune 
as their buying guide, day after day, year after year! Just as 


AMERICA’S 1933 SALES MECCA! 


over 150,000 other able-to-buy families in the territory ad- 
jacent to Chicago. 

Tribune advertising rates are already the lowest per thou- 
sand in Chicago. The preponderant coverage among these 
millions of extra buyers who will come to the World’s Fair will 
be without any extra cost to Tribune advertisers! 

Your advertising in the Tribune this summer will do both 
a local and a national job—at one cost. A Tribune representa- 
tive will be pleased to outline-for you the sales opportunities 
presented by Chicago this year. Ask him to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
First in Influence, First in Coverage, First in Results 
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Prof. Tugwell On the Competitive 
System 


Prof. Rexford G. Tugwell, one of 
the members of the Roosevelt “brain 
trust,” has written a book, “The In- 
dustrial Discipline,” which is recom- 
mended to advertising executives as 
indicating the sort of thinking back 
of some of the more extreme legisla- 
tion now being proposed and enacted 
at Washington. It was reviewed in 
the June 10 issue of ADVERTISING 
AGE. 

The professor is one of many who 
see in the competitive system, includ- 
ing what he describes as high-pres- 
sure selling and ballyhoo, only waste. 
He looks forward to an era in which 
goods will be produced only because 
they are needed, and only so much 
of them as the market has indicated 
it can absorb. Under this system, 
he believes, prices can be lowered 
and more goods produced, thus estab- 
lishing the economic Utopia for 
which philosophers have been writ- 
ing the specifications for a good 
many centuries. 

Advertising is the most character- 
istic feature of the highly competi- 
tive age created by the rise and de- 
velopment of the machine, and ad- 
vertising, according to the profes- 
sorial viewpoint, has no place in a 
system of planned economy. Thus, 
if Prof. Tugwell and his associates 
in the new and non-competitive 
world have their way, advertising 
will be relegated to the limbo of for- 
gotten things. 

The reason why suggestions of 
this kind are read seriously today is 
because in an economic crisis any 
attack on the old system gets a re- 
spectful hearing which would not be 


granted under more favorable condi- 
tions. Consequently it is better to 
examine the argument and see if the 
present system of competition, with 
its accompaniment of aggressive 
sales and advertising effort, hasn’t at 
least something in its favor, from 
the standpoint of society as a whole. 

The progress of the world has 
come about largely because of the 
pressure of competition. Dissatisfac- 
tion with the things they had has 
always caused men to think, plan 
and create, and, if necessary, to fight. 
A planned economy presupposes a 
static world in which human needs 
are definitely charted and defined, 
and goods produced as a means of 
supplying them. 

Men are ambitious, and in addition 
many of them possess the urge for 
achievement. That makes for inven- 
tion, improvement, effort. The mid- 
night oil is burned, brain-power is 
used prodigally, in developing new 
ideas, and it is this sort of effort, 
all competitive, and all primarily in- 
dividualistic, which pushes the world 
forward, and carries along with the 
geniuses and the leaders the great 
masses of the population. 

Competition, the machine age and 
advertising together have produced 
a world in which the average man 
enjoys more than ancient kings 
dreamed of. We need some social 
and economic readjustments from 
time to time, and these have a habit 
of arriving; but before the time 
comes to scrap the competitive sys- 
tem, let’s be sure that the new pro- 
gram offers as great assurance of 
continued progress. 


Intelligent Use of the Health Appeal 


Advertising appeals based on the 
desire to possess health and beauty 
have been found to be among the 
most effective which can be em- 
ployed. In the development of both 
types of advertising, however, there 
are constantly temptations to over- 
emphasize the facts, and to promise 
the user so much as to run counter 
both to common sense and accepted 
standards. 

That is one reason why additional 
restrictions will be imposed upon 
Many advertisers through the pro- 
posed extension of the foods and 
drugs act, which has been rewritten 
to include cosmetics, and will be pre- 
sented for enactment at the next 
regular session of Congress. 

One of the most important contri- 
butions made by any class of adver- 
tisers in this group is that of the 
manufacturers of orthopedic shoes 
and other appliances making for 
greater foot comfort and health. 
There is no question that through 
their efforts the public is much more 
conscious than formerly of the im- 
portance of wearing shoes which 


take account of the anatomy of the 
foot as well as arbitrary standards 
of style, and which promote and aid 
correct posture and general health. 
However, some manufacturers in 
this class, which incidentally will 
probably be included in the new 
law as written, have run the risk 
of getting into hot water through 
some very extreme _ advertising 
claims, backed up by similar un- 
warranted sales efforts. In recent 
advertising certain orthopedic shoe 
manufacturers have definitely as- 
serted that wearing their shoes will 
cure arthritis—a statement which 
we believe has never been supported 
by authoritative medical opinion. 
That is the sort of advertising which 
tends to justify rigid supervision of 
the kind now being considered. 
ADVERTISING AGE believes that all 
advertisers now using health claims 
in their copy would do well to re- 
examine them and determine just 
how far they can logically go in sup- 
porting them, from the standpoint of 
sound medical opinion. They may thus 
save a lot of trouble in the future. 


for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 507. Hearst's International Com- 
bined with Cosmopolitan. 

A most unusual volume of over 460 
pages, printed in usual book format 
by Yale University Press, designed 
to portray graphically the amount 
and scope of the editorial material 
appearing in each issue of Cosmopol- 
itan Magazine. This book, perhaps 
a third larger than the average novel, 
contains the editorial material ap- 
pearing in the July issue of Cosmo- 
politan. 


No. 505. Listening Areas of the Co- 
lumbia Broadcasting System. 
This is the second series of indi- 
vidual county maps and market data, 
showing “guaranteed minimum cov- 
erage of CBS stations in four levels 
of audience intensity as determined 
by audited records of listening.” It 
is an effectively produced book, the 
maps being especially unusual. 


No. 506. American Poultry Journal. 


A booklet devoted to explaining the 
size and importance of the poultry 
market in graphic terms, with much 
information on American Poultry 
Journal readers. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was LHighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 471. How Much for “Point of 


Purchase”? 

A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 


Products, Inc., Lima, O. 
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"Sol This is the way you spend our time!" 


—Ballyhoo. 


Voice of the Advertiser 


Columnist Upholds 
Use of “Judgement” 


To the Editor: Anent Copy Cub’s 
cOmment about the spelling of 
“judgement” in the advertising of 
the Berghoff Brewing Corporation, 
does our contemporary infer that the 
spelling is incorrect? 

Although the spelling without the 
“e” is to be preferred, “judgement” 
is likewise correct, as reference to 
recognized authorities will verify. 


THE OBSERVER, 
Signs of the Times, Cincinnati, O. 
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While a Layman 
Sits in Judgment 

To the Editor: Noting the letter 
in ADVERTISING AGE of June 3 and the 
accompanying illustration showing a 
nation sitting in “judgement,” we 
should be inclined to pass up Ber- 
ghoff’s pale or dark. 

We should be inclined to fear that 
the brewer might be as careless about 
putting corn grits and rice into his 
product as adding an extra “e.” 


O. A. DE Lima, 


President, Roger Smith Hotel, 
Stamford, Conn. 
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The Sexless Age 


To the Editor: ‘Automobile has 
come to stay.” 

The influence of the automobile on 
the “younger generation” is strik- 
ingly indicated in the attached ad- 
vertisement, reading: 

“Found—Brown mare horse. Owner 
may have same by identifying and 
paying feed, advertising.” 


Ropert W. SPANGLER, 


Business Megr., Sierra Educational 
News, San Francisco. 
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We Were Just Being 
Modest, Mr. Douglass 


To the Editor: In the Voice of 
the Advertiser for May 27 you seem 
to have a note of doubt in the head- 
line, “We hope Mr. Douglass’ friends 
appreciate this.” Colonel H. W. 


Herwarth of the Pheonix Versich- 
erungs Gesellschaft in Berlin has 
just written me as follows: 

“Dr. Carl Bomer, director of the 
Foreign Press section of the German 
Institute for a newspaper research 
has just found a copy of the ADvVER- 
TISING AGE for which he subscribed. 
He is enthusiastic about it. He 
wants it every week. 

“I am enclosing a check for $2.50 
for Dr. Bomer’s subscription. The 
address is as follows: 

“Dr. Carl Bomer, Deutsches Insti- 
tut, Zeitungskeinde Breitestrasse 6, 
Berlin, Germany.” 


PAuL F. DovucLass, 
Poultney, Vt. 
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Old Postal Card 
To the Editor: The enclosed postal 


card sent from Lima, O., on May 11, 
was taken out of an old trunk which 


had been stored in the garret of a 
house for 20 years or more. 

The Flanders “20” roadster, selling 
for $750, is an interesting exhibit of 
comparative values of the 1933 
models and prices. 


CHARLES H. RAVELL, 
Special Representative, Chicago. 
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Some One Asked Us Why 
You Called Them “Hips” 


To the Editor: Many thanks for 
the swell story on the H. & W. Com- 
pany’s “office hips” campaign. 

Our client heard from a _ great 
many people who read this article— 
including a score or more of agen- 
cies who didn’t think so much of 
the idea behind the campaign! 


J. H. MIrer, 
Frank Presbrey Company, New York. 
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ADVERTISING AGE 


TERRAPLANE USES 
ECONOMY RECORDS 


Detroit, Mich., June 15.—Conclud- 
ing an eight weeks’ survey of driv- 
ing habits of Terraplane owners, in 
which approximately 600 purchasers 
in the country’s larger cities kept 
tab on their gas, oil and other main- 
tenance expenses, Hudson Motor Car 
Company is launching a series of 
newspaper advertisements featuring 
“Terraplane economy.” 

“Rugged! Half a million miles at 
onefourteenth cents a mile for serv- 
jee—That’s Terraplaning!” 

With this headline in first copy, 
Hudson introduces the new type tes- 
timonial thus: 

“Daily records of expense have 
been kept by hundreds of Terraplane 
owners, and sworn to before a notary. 
They show only one-fourteenth of a 
cent for service, including tire re- 
pairs, for nearly half a million miles 
of driving.” 


Used Official Logs 


Figures were obtained by dealers 
who furnished official log sheets to 
their customers. The inducement of- 
fered the owner for his trouble was 
an agreement whereby the dealer 
would keep the car in repair during 
the period of the experiment. It 
was found, however, according to 
Hudson advertising officials, that 
owners needed no inducement; they 
willingly co-operated because they 
were anxious to know what their 
cars were doing. 

The current campaign is under the 
direction of the Detroit office of the 
Blackman Company. 


Chicago Club 
Leaves Parent 
Organization 


Chicago, June 15.—The Chicago 
Advertising Council, which has oper- 
ated as a division of the Chicago 
Association of Commerce, has de- 
cided to reorganize as an indepen- 
dent advertising club. Separation 
from the general business group is 
effective July 1, and the new organi- 
zation will begin to function early 
in the fall. 

Basil Church, western manager of 
the Capper Publications, who is 
chairman of the Chicago Advertising 
Council, notified the association of 
the decision to ‘reorganize, and ex- 
pressed the appreciation of advertis- 
ing interests to the parent body for 
its help and co-operation during the 
period of affiliation. 

Announcement of the decision to 
set up an independent advertising 
club in Chicago was made at the 
meeting of the Advertising Council 
today, and was greeted with ap- 
plause. 

The committee which formulated 
plans for the new organization is 
composed of G. R. Schaeffer, Mar- 
shall Field & Co.; O. C. Harn, Audit 
Bureau of Circulations; Burr L. Rob- 
bins, General Outdoor Advertising 
Company; H. K. Clark, New York 
Sun; Maurice H. Needham, Needham, 
Louis & Brorby, Inc., and Mr. 
Church. 

Advertising interests in Chicago 
were represented for years by the 
Chicago Advertising Club. It pro- 
moted the erection of the Advertis- 
ing Building, housing the club, in 
1915. Financial difficulties devel- 
oped, however, and the Association 
of Commerce took over the club and 
Operated the Advertising Council 
about fifteen years ago. 


New Studios for WAAW 


WAAW, Omaha, Neb., of which Er- 
hest F. Bader is general manager, 
has occupied new studios and offices 
on the seventh floor of Omaha Grain 
Exchange Bldg. 


Townsend to Philadelphia 


Charles E. Townsend, formerly 
Sales manager of Eastern Advertis- 
ing Company, Boston, has joined 
Philadelphia Advertising Company 
as assistant advertising manager. 


Higgs Heads Texas 


Press Association 


Rufus F. Higgs, editor, Empire- 
Tribune, Stephenville, was elected 
president of Texas Press Association 
at the annual meeting held last week. 
Other officers are: 

Sam C. Holloway, Deport Times, 
vice president; Sam P. Harben, Rich- 
ardson Echo, re-elected secretary; 
Ben F. Harigel, LaGrange Journal, 
treasurer; E. G. Senter, Dallas, his- 
torian and attorney. 


Shell Uses Comics 


Shell Oil Company of California, 
whose major advertising activities 
for 1933 are still hanging fire, is con- 
ducting a special campaign for Shell 
Ethyl, employing balloonless comics. 
J. Walter Thompson Company, San 
Francisco, is in charge. 


Deming Heads Copeland 


Paul Deming has been elected 
chairman of the board and president 
of Copeland Products Company, De- 
troit, electric refrigerators. 


‘“Redbook”’ Adds 


Complete Novel 
To Its Content 


New York, June 14.—An innova- 
tion in magazine publishing—the in- 
clusion of a complete book-length 
novel in each issue—has been an- 
nounced by Redbook, published by 
McCall Company. 

The first to appear, printed full- 
length in the August issue, will be 
“Tiger Island” by Gouverneur Mor- 
ris, and a new, full-length novel will 
be added each month. 

The usual features of the maga- 
zine—short stores, serials, articles 
and departments—will be continued 
without change, the full-length novel 
to be an entirely new and added fea- 
ture. The novel will be added as a 
separate section. 

“Consider what this means to the 
reader,” an announcement of Red- 


book’s new policy says. “A $2 book- 
store value added to the already at- 
tractive contents of Redbook each 
month. Does the reader get more 
for the same 25 cents? Will Red- 
book have a longer life on the liv- 
ing room table? Will Redbook hold 
more interest for every member of 
the family? Will more people buy 
Redbook for its extra value? The 
answer is plain.” 


Hale Joins Liberty Press 


Orrin Hale, for many years pro- 
duction manager for Pioneer Print- 
ing Company, Seattle, Wash., has be- 
come a partner in Liberty Press of 
that city. Mr. Hale is an officer of 
Advertising Club of Seattle and re- 
gional vice-president of Pacific Ad- 
vertising Clubs Association. 


Seattle Engravers Merge 


Superior Engraving Company, 1417 
Fourth Ave., Seattle, has been formed 
by the merger of Fallon Engraving 
Company and Advertisers Engraving 
Company. 


Long Advertising 
Service Gets Two 


Barron-Gray Packing Company, 
San Jose, Cal., has placed its ac- 
count with Long Advertising Service, 
San Jose. A test campaign for the 
company’s Eveready fruit cocktail is 
now being placed in Boston, Mass., 
newspapers. 

The Long agency has also been 
named to handle advertising of 
Marinesia Laboratories, San Fran- 
cisco, maker of Marine Milk of Mag- 
nesia and Marine Magnesia Dental 
Cream. Newspapers and radio in 
California will be used. 


Eibell Has New Post 


F. C. Eibell, formerly advertising 
manager of Worthington Pump and 
Machinery Corporation, has joined 
Beneficial Management Corporation, 
New Brunswick, N. J. 


Joins Erwin, Wasey 


Charlotte R. Smith, public relations 
counselor, has joined the staff of 
Erwin, Wasey & Co., Seattle, Wash. 
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for Brewing BICARBONATE OF SODA 


i 1791, a French chemist named Le 
Blanc found the secret of making sodium car- 
bonate from common salt. For the first time, 
it became possible to produce alkali cheaply, 
in commercial quantities. 


Thrilled, the discoverer put his life’s savings 
into the construction of a manufacturing 


plant. 


But hands soon to be bathed in a royal fam- 
ily’s blood were raised in conservative dis- 
approval. The Committee on Public Safety 
investigated. It condemned the large scale 
production of sodium carbonate as pernicious 
to the welfare of society. It confiscated Le 
Blanc’s establishment and the first fruits of his 


efforts. ; 


Le Blanc, himself, broken by his misfor- 
tune, finally was granted asylum in the gov- 
ernment poorhouse. There, unable to face the 
obstinacy of the world, he took his own life. 


Yer, Le Blanc’s discovery did not die. The 
international alkali industry has survived rev- 
olutions, poorhouses and suicides. Probably 
every reader of this page has baking soda in 
his kitchen and bicarbonate in his bathroom. 


It is that very persistency of young, liberal 
aggressive thinking that guarantees that the 
world will continue to go on. 


In the age-old conflict between flint-and- 
steel and matches, wooden ships and iron, 
brooms and vacuum cleaners, tradition-for- 


tradition’s-sake eventually yields to the youth- 
ful concept that knows no tradition. 


Because Liberty magazine is published 
by such a youthful generation . . . because it 
is editorially devoted to the liberal-thinking 
viewpoint in our population ... Liberty is, we 
believe, rooted deeply in the most irresistible 
current of the life of the nation. 


Hon. STEPHEN M. YOUNG 


U. S. CONGRESSMAN FROM OHIO 


ConGressMAN YOUNG WRITES TO Liperty: 


“c 
Some very important articles have 
been printed in your magazine, and 
your editorials are always exceedingly 
well worth reading. It is my opinion 


that there is a great field for a liberal weekly selling at 


| the low price of Liberty. I know of no magazine with 


the opportunity to perform real and needed public 
service that is afforded you by the continuance and ex- 
pansion of your present editorial policy. More power 


to you. 


ELLSWORTH FARIS, Px.D. 
CHICAGO, ILLINOIS 


Professor of Sociology, University of Chicago 
Editor, American Fournal of Sociology 


Proressor Faris writes To LIBERTY: 


“ 
Torre is no question of the influence 
and importance to be exerted by an 


aggressive liberal magazine that can be widely read.” 


NORMAN B. BARR, D.D. 
CHICAGO, ILLINOIS 
Pastor, Olivet Institute Church, Chicago. Au- 
thor: A Catechism of the Church; Plain 
Talks to Young Folk; The Gospel 
For An Age of Anarchy. 


Dr. Barr writes To LIBERTY: 


“ce 
Your plans are worthy and promise success. If I am 
not mistaken, we are entering on an era when liberalism 
will be more powerful than at any other time in our 


history.” 
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A.N.A. ANALYSIS 
OF YOUNG STUDY 
TO BE RELEASED 


New York, June 15.—The analysis 
of the Young report made by Albert 
E. Haase, which was read at the 
closed meeting of the Association of 
National Advertisers June 8, will be 
made public next week, Stuart Pea- 
body, president of the association, 
told ADVERTISING AGE today. 

The lengthy document covers spe- 
cifically the points on which, it is 
said, Mr. Young could not secure 
complete or accurate information. It 
indicates the nature of the associa- 
tion’s interest in making the pro- 
posed investigation of the Young re- 
port. 


Mr. Haase’s analysis was made at 
the request of the executive com- 
mittee of the association. He was 
formerly the managing director of 
the A. N. A., and is now established 
independently in this city as a sales 
consultant. 


As announced in this publication 
last week, the executive committee 
of the A. N. A. has been authorized 
by the membership “to retain such 
person or persons as are deemed 
necessary to further examine the 
subject matter of the Young report 
and to secure such further data as 
the committee may feel is needed on 
the question.” 


According to the wording of this 
release, it is clear that the com- 
mittee is under no obligation to 
authorize further investigation if it 
considers it unnecessary. However, 
a committee meeting to consider the 
matter is being arranged for some 
time within the next ten days. 

In case further investigation is de- 
cided upon, Mr. Haase’s name has 
been most frequently mentioned in 
connection with the appointment of 
a qualified person to conduct the in- 


meeting will be held before the open- 
ing of the convention of the Adver- 
tising Federation of America at 
Grand Rapids June 25. If such is 
the case, Mr. Peabody, who is one 
of the headlined speakers of the 
meeting, may be delegated to carry 
an important message to the adver- 
tising world. 


To Change Name 
Of ‘‘Building 
Supply News’’ 


Chicago, June 16.— Effective with 
the July issue, the name of Build- 
ing Supply News, published by In- 
dustrial Publications, Inc., will be 
changed to Building Supply News 
and Home Appliances. 

The change in name is predicated 
upon the widening scope of the aver- 
age building supply dealer in includ- 
ing the merchandising of home ap- 
pliances in his set-up, according to 
H. H. Rosenberg, publisher of the 
paper. 

Pointing out that building supply 
dealers usually have “the inside 
track” on remodeling and renovating 
jobs, and that the extension of their 
efforts to include merchandising of 
home appliances is therefore logical, 
Mr. Rosenberg asserted that in the 
majority of smaller cities and towns 
the building supply dealer has opened 
a store on “main street,” in addition 
to his yards along the railroad 
tracks. 


“We do not claim that the building 
supply dealer is the primary source 
of distribution for home appliances,” 
he said, “but we do know that he is 
rapidly becoming an extremely im- 
portant secondary factor in the 
field.” 


Form Package Firm 


The Syracuse Container Corpora- 
tion, New York, has been formed as 
an affiliate of the Robert Gair Com- 
pany, New York, to take over the 
business of Delavan Corrugated Box, 
Inc., Syracuse, N. Y., and the Seneca 


quiry. Fibre Products C 4 - 
It is probable the committee tes N. Y. — ee 
A DAIL FX NEWSPAPER FOR THE HOME 
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AUTOMOBILE 
DEALERS 


found the way 


These retail dealers who adver- 
tised last year in The Christian 
Science Monitor did not merely 
follow the lead of the 13 motor- 
car manufacturers who also 
used this medium. They took 
what they knew to be a direct 
road to a responsible market 
of demonstrated buying power 
. . . 400,000 readers with a 
marked preference for Monitor- 
advertised merchants and mer- 
chandise. 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 
Boston, Massachusetts 


Branch offices: New York, Detroit, Chicago, St. Louis, Kansas City, San Francisco, 


Los Angeles, Seattle, Miami . . 


. . London, Paris, Berlin, Florence 


SPICE CONTAINERS DOUBLE AS SHAKERS 


ro — 


Counter display which illustrates 
products of Hanley and Kinsella 
Louis. The spices are vacuum 


in women's magazines is planned 


new packages for Kinsella spices, 


Coffee and Spice Ss St. 


acked, and the removable bakelite 
cover makes the package suitable 


for use as a shaker. A campaign 
for the fall, through Ralph Moore, 


Inc., St. Louis, the agency. 


French Liquor 
Interests Plan 
To Start Drive 


New York, June 15.—Louis H. F. 
Mouquin, head of Mouquin, Inc., has 
been authorized by the Ligue Com- 
merciale Franco-Americaine, a group 
of more than 500 French wine and 
liquor producers, to begin a major 
advertising drive in behalf of the or- 
ganization’s products at once if the 
U. S. Government does not impose 
unreasonable restrictions. 

Mr. Mouquin, who predicts that 
prohibition will be repealed by Jan- 
uary 1, is now in Washington to get 
a ruling on the copy from the ad- 
ministration. If it is approved, the 
campaign will get under way at once 
under the direction of J. P. Muller 
& Co., the Mouquin agency. 

Mr. Mouquin has been appointed 
directeur generale of the French 
company and will be president of an 
American affiliate, French Wine In- 
dustries, Inc., which is now being 
formed. He is of the third genera- 
tion of the family at the head of the 
largest wine importing business in 
America, and was selected not only 
for his knowledge of the business 
but for his skill as an advertiser. 

He has maintained the value of 
the Mouquin trade name throughout 
the prohibition era through the ad- 
vertising of the firm’s’ bouillons, 
cocktails and extracts, and the trade- 
mark will be capitalized upon in 
some way in the new venture. 

The French organization has 
already supplied Mr. Mouquin with 
$460,000 for initial expenditures. This 
much and more may be expended for 
the pre-repeal campaign if the plans 
receive governmental sanction. 


U. S. Calls Preston, 
Advertising Expert 


Paul R. Preston, manager of the 
Rock Island, IIl., office of Ferry- 
Hanly Advertising Company, has 
been appointed to assist in the ad- 
ministration of the farm adjustment 
act at Washington. He has been 
granted indefinite leave of absence 
by his agency. 

As advertising manager of the 
Rock Island Plow Company for ten 
years Mr. Preston made an intimate 
study of agricultural problems. Dur- 
ing his absence the Chicago office of 
Ferry-Hanly will service his accounts. 


Two Accounts Shift 


Critchfield & Co., Minneapolis, has 
been appointed by Char-Tex Products. 
Kraff Advertising Agency, Minne- 
apolis, is the new agency for Shir- 
cliff & Co., investments. 


Walker’s Sideline 


E. Gerald Walker, American Adver- 
tising Agency, Milwaukee, is “sec- 


retary pro tem” of a new brewery 
to operate at Menomonee Falls, Wis., 
with sales offices in Milwaukee. 


Tenth District Plans 
Special A. F. A. Train 


Tenth District, Advertising Fed- 
eration of America, is expecting to 
bring a record crowd to the A. F. A. 
meeting in Grand Rapids, June 26-29, 
according to A. M. Cohen, governor. 

The group plans to have a special 
train, and will accept an invitation 
from the Advertising Club of St. 
Louis for a party in that city en 
route to Grand Rapids. 


MacLeish Heads B. B. B. 


Bruce MacLeish, secretary of Car- 
son Pirie Scott & Co., was elected 
head of Chicago Better Business Bu- 
reau at the annual meeting June 12, 
succeeding Charles H. MacDowell. 
Other officers are J. A. Peterson, first 
vice-president; A. H. Rich, second 
vice-president; Kenneth E. Rice, 
treasurer; and Kenneth Barnard, 
secretary and general manager. 


Heads Salt Lake Club 


David F. Coursey, vice-president, 
Billings Letter Service, has been 
elected president of Salt Lake Ad- 
vertising Club, Salt Lake City, Utah, 
succeeding M. L. Cummings, Jr. 
Other officers are P. G. Lasky, vice- 
president; Mrs. Leona B. Coursey, 
secretary; and J. M. Van Steeter, 
treasurer. 


L. A. Women Elect 


Viroque Baker, Viroque Baker 
Photo Studio, was elected president 
of Los Angeles Advertising Associa- 
tion of Women at the annual meet- 
ing. Other officers are Margaret 
Lewis, advertising manager, School 
Journal, vice-president; Martha 
Smith, Guy Burroughs, Ine., secre- 
tary; and Lillian Schulz, E. J. Elson 
Company, treasurer. 


Joins “Popular Mechanics” 


V. D. Angerman, for 12 years cir- 
culation manager of System and 
Factory and their successors, and 
more recently president and general 
manager of Popular Homecraft, has 
joined Popular Mechanics, Chicago, 
as circulation manager. 


Stewart Mims Leaves 
J. Walter Thompson 


Stewart L. Mims, vice-president of 
J. Walter Thompson Company, New 
York, with which organization he 
has been connected for the past 
twelve years, has announced his 
resignation. 


Now Friduss & Stern 


Eugene Friduss, formerly of Chi- 
cago, has formed a co-partnership to 
operate a studio of commercial pho- 
tography with Stanley S. Stern. The 
address is 19 East 47th St., New 
York; the telephone, Plaza 3-6562. 


“Liberty” Engages 
Anna Roosevelt Dall 


Anna Roosevelt Dall has been ap- 
pointed an associate editor of Lib- 
erty, New York. 

She will edit a new department 
for women. 


KELVINATOR TO 
BOOST PRICES 
ON ALL MODEL; 


Fulfills Spring Campaig 
Promise 


Detroit, Mich., June 16.—Fulfilling 
a March campaign promise that 
price cuts placed in effect the) 
would last only so long as commod. 
ity prices remained down, Kelyj. 
nator Corporation used a national 
newspaper schedule this week to 
proclaim that “on June 28th Kelyj. 
nator Prices Go Up!” This was the 
first shot in a new drive featuring 
the new prices. 

“This spring,” the new copy ex. 
plained, “the Kelvinator factory ap. 
nounced new prices on the Standard 
1933 Line. These prices were the 
lowest in Kelvinator’s 19 years in the 
industry. But, they were guaranteed 
only until material costs went up. 

“Material costs have gone up—and 
prices must go up also—because Kel. 
vinator will not cheapen the product 
—sacrifice quality—to meet a low 
price. On the above date new prices 
on all Kelvinator models go into 
effect.” 

Intensive Sales Effort 


Seizing the opportunity offered by 
the price change, dealers will devote 
the period between now and June 
28 to an intensive drive to clear out 
all models stocked at former prices. 
“Price raising’ copy allowed for this 
by setting forth: 

“We saw this price increase com. 
ing. And we placed orders at the old 
prices. But, dealers all over the 
country were doing likewise and 
even though April and May were the 
biggest months in Kelvinator his- 
tory, the big factory at Detroit could 
not possibly supply the demand. 

“As a result, we haven’t as many 
of these models—bought at the old 
prices—as we wish we had. We 
might hold back those we do have 
and sell them at the increased prices. 
But that isn’t what we are going to 
do. We are going to sell the Kelvi- 
nators which we now have in stock 
at the old, low prices.” 


Use Same Papers 


The same newspapers which were 
used to announce the price reduc 
tion, supported by a trade publica- 
tion schedule, are being employed to 
proclaim the price ‘boost. Copy, pre 
pared by Brooke, Smith & French, 
Inc., Detroit, is being placed co 
operatively by the manufacturer, dis- 
tributors and dealers. 

“We are not sorry that conditions 
force us to raise our prices,” de- 
clared George W. Mason, president. 
“The fact that a remarkable increase 
in public buying this spring has 
caused prices generally to react up- 
ward is an excellent indication of 
rapid improvement of business con- 
ditions. We are glad that the day 


of price buying is coming to a close.” | 


Optometry Board 
Checks Copy Frauds 


One optometrist was suspended 
and several let off with a warning 
that a second offense would bring 
dire consequences when the State 
Board of Optometry held a hearing 
in New York this week. 

Advertisements offering glasses at 
a low rate, but referring to the price 
of the frame alone, were the most 
common cause of complaint. 

Managers of chain stores were 
told that both they and the owners 
were liable for improper advertising. 


Brewer Names Klein 


Philip Klein, Ine., Philadelphia 
agency, has been appointed counsel 
for Liebert and Obert, famous Phila 
delphia brewers. 


Wertheim Is Dead 


Jacob L. Wertheim, New York ad- 
vertising agent who epeatemeet 
e 


auctioneers’ announcements, 
last Saturday at the age of 73. 
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HOME PERMANENT 
WAVING KIT PUT 
ON N. Y. MARKET 


New York, June 15.—Perma-Wave, 
a kit of supplies for permanent wav- 
ing the hair at home, made its debut 
on the national market here this 
week. The manufacturer is the Beau- 
T-Wave Sales Corporation, and the 
Arthur Rosenberg Company has been 
appointed to direct the advertising. 
The sales force, working under the 
direction of Edward Maharin, vice- 
president, began a drive on the met- 
ropolitan market as the first adver- 
tising appeared. Distribution is 
through drug and department stores. 
Newspaper advertising will be ex- 
tended to other cities as rapidly as 
the trade can be solicited. The local 
schedule includes the News, Mirror, 
Journal, Sun, World-Telegram and 
rotogravure section of the Times. 
Introductory copy occupying large 
space features the news of the new 
method of permanent waving, its 
convenience, economy and efficiency 
and the fact that there is no danger 
from electricity or a machine. One 
outfit is sufficient to give one com- 
plete permanent and the advertising 
points out that the supplies go fur- 
ther when only fixing up is needed. 


Explain the Process 


So that the reader may quickly un- 
derstand the nature of the new prod- 
uct the advertisements include a 
strip illustrating the separate steps 
in permanent waving with the “new 
in the home” method. The instruc- 
tions are repeated in writing in an- 
other section, with each of the four 
steps numbered to show the simpli- 
city of the complete operation. 

The point-of-purchase advertising 
consists of two cards, one 21 inches 
high and the other 16 inches. Alike 
except for size, they are lithographed 
in seven colors and silver: - Three 
or more cards of both or either size 
make an effective background for 


THE FINEST FLOWER OF KNIGHTHOOD 


Brother, can you spare a challenge? 


y 


/ 
f 


— 


It's the open season for gasoline challenges, - hall 


ies have you. They are throwing them at the little man to confuse 


£ 


him: But he is not confused. He wants to make a challenge, too! Just a mild 14% Belmont collar size challenge. It's a challenge that comes from 
the heart--not from the dictionary. He says, “Never mind the hallyhoo. They'can't experiment with my money. If facts ever prove that any regular 


gas is better than Orange American Gas, I'll listen. Not before! I know what I'm getting in 
American Gas always was--and still is--the best gasoline selling at regular gas price."* 


Orange American. So far as I'm concerned, Orange 


American Oil Company, Baltimore, unwilling to be left out of the 

current movement to glorify knighthood in oil company copy, has 

entered the lists with this gentleman, who recently paraded through 

the pages of eastern newspapers. Joseph Katz Company is the 
agency. 


window displays, and the smaller 
cards can be used on counters. 

Several shades of blue and black 
enter into the design of the package. 
The dominant color is blue and the 
box is wrapped in cellophane. 


Subscriber. Desuaud. in 
\qpreached. All-Tiane Recnd 


BUSINESS MEN need interpretation and explanation 
of what’s going on in Washington. Never has the legisla- 
tive hopper been so full of proposals affecting business. 
Control-of-industry legislation, inflation, income tax re- 
vision, economy bills, farm-relief—all front-page news. 
As always, Nation’s Business interprets and explains 
. .. tells the business man what to expect. 


So, business men, more than ever, turn to Nation’s 


Business. 


Natural demand for the magazine, without 


the artificial stimulation of short-term offers, premiums 
or deferred payments, was greater in May than in any 


month since 1929. 


Nation’s Business draws for information and authority 
on the United States Chamber of Commerce, a federa- 
tion of leading business men and business organizations 


the country over. 


No other organization is as well 
informed on legislation affecting business. 


No other 


organization is as close to authoritative sources. 


* 


Because Nation’s Business is informative and 


authoritative, 233,721 business men now buy indi- 
vidual subscriptions, in addition to the 34,816 who 
subscribe as members of the Chamber. 


No other publication is as widely read by business leaders. 


NATIONS BUSINESS 


* WASHINGTON * 


More Than a Quarter-Million Net Paid—A. B. C. 


E. V. THOMPSON 
Director of Advertising 


420 Lexington Avenue 
New York City 


Great Northern 
Localizes Its 
Summer Angling 


Chicago, June 15.—A newspaper 
campaign which both creates the 
urge to travel and introduces the 
prospect to the local expert has al- 
ready induced many visitors. to A 
Century of Progress to extend their 
vacations via the Great Northern 
Railway. 

In each city, the copy has been 
localized by emphasizing the person- 
ality of the man in charge of each 
Great Northern office. In one city, 
the advice has been, “Ask Mr. Hub- 
bert”; in another, “Ask Mr. San: 
ford,’ and so on down through the 
roster of assistant general passenger 
agents and general agents. 

O. J. McGillis, general advertising 
agent of the Great Northern Railway, 
commented on this plan as follows: 

“While we appreciate inquiries for 
literature, we felt that this year it 
was vital to get prospective travel- 
ers to visit our offices in each city. 
We believed that readers of our ad- 
vertising would feel that the men 
identified in the copy are no longer 
strangers to them. : 


Are Real Authorities 


“These men are real travel authori- 
ties and possess a wealth of infor- 
mation which is valuable to any 
traveler, whether he plans his trip 
over our line or some other. In 
addition, this plan meant that pros- 
pects would be served by an expert, 
instead of receiving merely average 
accommodations.” 

The chief task of the advertising 
is indicated by such headlines as 
“After the Century of Progress Take 
the Empire Builder to Glacier Park”; 
“See America!—The Century of 
Progress; Glacier Park and the Pa- 
cific Northwest,” and “Do Both This 
Summer! Century of Progress and 
Glacier Park.” 

The account is handled by Reincke- 
Ellis-Younggreen & Finn, Chicago. 


Joins “Brewery Age” 


Gerald Ford, formerly with Mc- 
Graw-Hill Publishing Company, has 
been appointed eastern representative 
for Brewery Age. 


Old Cook Stove 
To Blossom Out 
As Oil Burner 


Chicago, June 15.—Oil burning 
ranges are the latest sensation in the 
industry, it was indicated this week 
at the tenth annual Oil Burner Show 
and convention of the American Oil 
Burner Association at the Stevens 
Hotel. 

While the industry will make no 
concerted drive to convert house- 
wives to the oil-burning cooking 
stove, individual manufacturers in- 
dicated that new appropriations, or 
larger shares of their old ones, will 
be put behind the new goal. 

“Ten per cent of all ranges in New 
England are now fired by oil,” R. M. 
Sherman, president of the Silent 
Glow Oil Burner Corporation, Hart- 
ford, Conn., and president, Distillate 
Burner Manufacturer Association, 
explained. 

This amazing record is due in part 
to an anthracite coal strike of some 
years back, which cut off the usual 
fuel of the New Englanders and gave 
oil burners an impetus which their 
manufacturers were quick to capi- 
talize. 


Definite Gain Seen 


In other parts of the country, def- 
inite gains have been effected, in 
spite of the absence of any particular 
promotion. In Chicago, for instance, 
oil range sales of one manufacturer 
increased from 1,000 to 2,800 in a 
year. 

The “blue flame,” the name applied 
to the atmospheric type of burner 
developed by this manufacturer, will 
receive far more advertising support 
than heretofore, it was indicated. 

Possible distribution changes are 
also in the offing. It is asserted that 
the simplicity of the oil range will 
attract new types of dealers, such as 
furniture retailers and others. 

Low operating cost is one of the 
big advantages which will be empha- 
sized in advertising. 


Financial Advertisers 
Elect R. M. Eastman 

Ralph M. Eastman, State Street 
Trust Company, Boston, was elected 
president of Financial Advertisers 
Association of New England this 
week. New vice-presidents are Roy 
H. Booth, Jr., National Shawmut 
Bank; Rex T. Crandall, Webster & 
Atlas National Bank, and Stanley E. 
Clark, Estabrook & Co. 

Henry I. Hewitt, Kidder, Peabody 
& Co., is secretary, and Edward F. 
Messinger, Merchants National Bank, 
treasurer. New directors: 

Louis W. Munro, Doremus & Co.; 
Mark Hanna, Bankette Company; 
John H. Wells, Rhode Island Trust 
Company, Providence; Gilbert E. 
Woods, Citizens Savings Bank & 
Trust Company, St. Johnsbury, Vt.; 
Joseph F. Moriarty, Second National 
Bank, Nashua, N. H.; George Wil- 
shire, First National Bank & Trust 
Company, New Haven; Lindley A. 
Bond, Home Savings Bank, Boston, 
and Charles W. Earle and Frank L. 
Torney. 


Womer Elected Head 
of Seattle Club 


C. F. Womer, Pacific Telephone and 
Telegraph Company, was. elected 
president of Advertising Club of 
Seattle, Wash., at the annual meet- 
ing. Other officers are Arthur Ger- 
bel, Foster and Kleiser, vice-presi- 
dent; J. H. Leatherman, Blake, Mof- 
fitt & Towne, treasurer. 

Directors are Loren Stone, KOMO; 
Harry Pearson, advertising coun- 
selor; Ivor Malone, Carter-Rice; and 
Cc. T. Bakeman, Puget Sound Power 
& Light Company. They will take 
office July 1. 


Lutz Joins Schlitz 


Werner Lutz, general manager of 
National Knitting Company, Bradley 
concern at Milwaukee, resigned June 
10 to become controller of Schlitz 
Brewing Company, Milwaukee. He 
will continue as a director of Bradley 
Knitting Company and of Francine, 
Ine. 


Directs Truck Sales 
Don G. Furlong, formerly with Ford 
Motor Company, has been named 
general sales manager of Thornton 
Tandem Company, Detroit, truck 


units. 


Invite Displays at 
Distributors’ Meetin, 


Manufacturers, advertisers, Print. 
ers, etc., Who produce or use adyg, 
tising which is intended for direct. 
to-the-home distribution are hej 
invited to submit displays of their 
material for use in connection wit, 
an exhibit to be shown at the annygy 
meeting of Advertising Distributo, 
of America in St. Louis, July 6-8, 

Material to be included in the gy, 
hibit, for which no charge is being 
made, should be sent to Roy Ziegep. 
fuss, president, Triple A Advertising 
Carriers, 1917 St. Charles St. g 
Louis, no later than June 20. 


Line Up Speakers for 
Rotogravure Meeting 


Among those who will speak at th 
fourth annual convention of Roto 
gravure Advertising Association, ty 
be held at Hotel Commodore, Ney 
York, June 19-20, are Stuart Cowan, 
Cowan & Dengler, Inc., New York; 
Delbert St. Georges, N. W. Ayer & 
Son; Dr. George Gallup, Young ¢ 
Rubicam; Dan Provost, New York 
Times; Fred Shafer, Chicago Trip 
une; and George Miller, Washington 
Star. 


Foley Adds Two 


Peter Finney, formerly with J. 
Walter Thompson Company, New 
York, has joined the copy depart. 
ment of Richard A. Foley Advertis. 
ing Agency, Inc., Philadelphia. Dun. 
can P. Macpherson, formerly with 
Tracy-Parry, Philadelphia, has joined 
the new business department of the 
Foley agency. 


Bismarck Seeks 
World Fair Trade 


More than 55 newspapers, in addi- 
tion to 25 trade papers and 15 radio 
stations are being used in a new 
campaign for the Bismarck Hotel, 
Chicago. 

Brandt Advertising Agency, Chi- 
cago, is in charge. 


Gleason Officer of 
“Graphic Arts Monthly” 


Eldon H. Gleason has become vice 
president and secretary of Graphic 
}Arts Monthly, Chicago printing pub 
lication. 

He recently left The Inland Printer, 
Chicago, after 19 years’ service. 


Extend Package Show 


The exhibit of machine-assembled 
packages, now on view at the Perma- 
nent Packaging Exhibit, 425 Fourth 
Ave., New York, will be continued 
until July 1. Twenty-four leading 
firms in the packaging field are rep 
resented with displays and educa- 
tional matter. 


Restrict Pharmacists 


The lower house of the Michigan 
legislature has passed a bill which 
would refuse a pharmacy license to 
any establishment which sells gro- 
ceries, except candy, soda fountain 
specialties, and medicated foods. 


Neebe Is Playwright 


J. H. Neebe, vice-president and 
general manager of Station CKLW, 
Detroit and Windsor, Ont., is co- 
author, with Thomas Black, of “Di- 
vorce Parade,” which had its premier 
at the Comedy Theater, Detroit, this 
week. 


In North Carolina 


Through an error an item in 4 
recent issue of ADVERTISING AGE re 
ferring to licensing outdoor displays 
neglected to state where the law 
was effective. The licensing provi- 
sion is embodied in a new North 
Carolina law. 


Banks with Labor Paper 


Willard A. Banks has become ad- 
vertising manager of Federation 
News, weekly paper of the Chicago 
Federation of Labor. He was for- 
merly with Midwest Farm Paper 
Unit. 


Clarke Gets Jose 


Charles J. Jose, formerly with N. 
W. Ayer & Son, Philadelphia, has 
become an account executive with 
the E. A. Clarke Company, Phila 
delphia agency. 


St. Louis Giveaway 


Associated Retailers of St. Louis 
are now distributing 250,000 copies 


of the “News,” a weekly shopping 
guide, in St. Louis. 


June 17, 
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June 17, 1933 


ADVERTISING AGE 


“Cosmopolitan for July” was 
designed and printed by the Yale 
University Press, in the typical 
type and page format of the 
modern novel. It contains the 
editorial matter of the July Cos- 
mopolitan Magazine, without the 
illustrations and advertising. It 
numbers 463 pages. 


... the common de- 
nominator is the word 
impressive.” 


®“This shows very conclusively the large 
amount of editorial matter contained in a sin- 
gle issue of your good book. One would 
hardly realize this.” (Agency Media Chief) 


@“It was quite a surprise to learn that the 
editorial matter alone, without illustrations, 
comprise a 400-page book.” (Advertising Di- 
rector, Tire Company) 


® “Like many other advertising men I perhaps 
never had the slightest conception that the edi- 
torial matter in a single issue of Cosmopolitan 
exceeds 400 pages in book form. In my opin- 
ion the stories in the Cosmopolitan are getting 
better each month.” (Secretary, Trade As- 
sociation ) 


@ “It certainly is an impressive volume and it 
visualizes what a liberal quantity of literature 
your subscribers get in each issue of your 
magazine.” (Agency Principal) 


®@ “Few people realize the value they get each 
month when they lay down their 25 cents for 
a Cosmopolitan.” (Agency Executive) 


®“This is an effective way to impress upon 
us advertising men the liberal quantity as well 
as the high quality of current literature which 
Cosmopolitan presents to its readers every 
month.” (Chairman of the Board, Advertis- 
ing Agency) 


@“It is most impressive and effective.” 
(Agency Executive) 


® “If you were looking for a way to drama- 
tize the big quarter’s worth you give the 
reader in a single copy of Cosmopolitan, you 
have chosen an effective vehicle. I could be- 
come quite enthusiastic about it if I were not 
just a cold-blooded research man!” (Director 
of Research, Advertising Agency) 


pono 


@ “I was frankly surprised that the editorial 
matter of one issue of Cosmopolitan would fill 
a book.” (Agency Executive) 


@ “It is a dramatic way of showing just how 
much material your readers are offered.” 
(Agency Executive) 


® “Congratulations on presenting this inter- 
esting issue in this dramatic form.” (Agency 
Executive ) 


@ “The idea is novel and impressive.” (Presi- 
dent, Textile Company) 


@ “T was amazed to find that there was that 
much reading matter in your magazine to 
make up a book of that size.” (Advertising 
Manager, Textile Mill) 


@ “It was an eye opener for me, and I think 
it must of been to a lot of other people.” 
(Executive, Silverware Manufacturers) 


®“The book is intensely interesting and 
should be very effective in impressing the fact 
that you are giving a great deal of fine read- 
ing matter for 25 cents.” (Vice-President, 
Publishing Company) 


@ “That certainly is a good way to impress 
people with the volume of reading matter that 
one issue of the magazine carries. I am mighty 
glad to have it for my library.” (Advertising 
Agency Partner) 


@ “TI enjoyed it very much though I rather 
missed the advertising pages which are almost 
of as much interest to me as the stories.” 
(Agency Executive) 


® “This book indicates in a very dramatic 
manner the amount of editorial matter in a 
single issue of Cosmopolitan.” (Agency Ex- 
ecutive ) 


@ In the hundreds of letters re- 
ceived from business executives in comment upon 
“Cosmopolitan for July,” the common denomi- 
nator is the word impressive. 


Perhaps it was to be expected that business 
men whose interest in advertising must be 
shared by their watchfulness over production 
and finance would find, in this volume, a new 
understanding and appreciation of magazine 
publishing. 


But when experienced agency principals, in 
day by day touch with advertising and publish- 
ing, express a re-kindled appreciation of the high 
quality and the liberal quantity of Cosmopolitan’s 
editorial matter we must confess to some thrill 
of accomplishment. 


If you have not seen ‘“‘Cosmopolitan for July” 
you cannot of course fully realize the unusual 
way in which it shows the importance and close 
relationship between advertising and publishing. 
Although the edition is limited, we will fill written 
requests so far as possible. Cosmopolitan Maga- 


zine, 963 Eighth Avenue, New York, N. Y. 


‘ ome m7 a yas a hs " : 7 . ee Ms fe as elle a; v,, - ae Se he y Daag! 
rie a We “4 ‘ a 3 if Sat ¥: Weer a a oe a oy mee : ae et - : yo 8 Ee ta > ee c“) ‘. glen: ) 
ar eer ; : eat ; Pee alee ee ee ee é ‘oe Ri a +, aa et lore Pe ee rates ere er a er, 
: re . ° oe Bier ‘ ; F : 2 ees rs a 
a Re oe 
2 enn nnn nn eee | | : om 
33 = 
Hearne nee Se ee ——EEEEoEOo——E — 
: 2 
ating is 
. Ping, 
oe 
Print. ; . Se 0 x he as Ge ee 
adver. é ee ES ip lie ade 
direet, 7 , . pe x : : " i : bet “sy 
being , F. ; ‘i= ‘ rae 
L With Le » > oie ee f ah ai: 
‘NN ual “4 : % ; fn en an ; oS & or 
butor; fe, , ail : ‘ ages Poni ars %. - 3 ‘ 
5-8 re ye % ie uit a ‘ 2 ‘ 
le : yee ‘y Fy ‘ , 
he ex , cee % ae ea. = ; 2 ee 
te 2 \  peatee gy ee \ | ms, 
” Dg a é i ‘4 , os ae a ae S 34 
‘legen. £7 og ee “ : . : ae te —. S ef: 
‘tising ed * - he hte : os yee 4 . ee oe be ; i 
43 - 4 bad er $8 eee ‘ — ae ge we kh aia , 
> 8 .* ioe ae ee ee a “a 
v4 2 2 ete: ily 7 m_s i es ss _— . At ae es Winky > 2 ey 
i . 3 - es : ae. {> a ae r ia Z es ees — “ ™ . P i ey St ae ae 
a ¢s Bo cei 0 ee, ne eee tes bet eo ee : a a oe a 
‘ ; 2 7 oe oo ae Ss , \ c ’ . hi fs cer nF o ae ey sere te 6 ‘ NaF EF >... hy by ay ee ys ial a a Seer 
; bd ; we . ie fo. el AS scien a ‘ce aap “ pie Or. ain eee oy ee i a ps i Ten 4 oa 
- » £2: fiat eae Re ot ir A fs eects ae) 7 oe aan bai en aera a a ag 
ting ag ws: S ae ae A tt ces tee ame eat SF ot ag Ae ee beer ee aa ee 
Itex » Es eee aa a ee ae ee SO ae we Ae el eae a 
at the bE A We eeer rcs, Wn em oe pins aap eee ee ea, Chae hs oe Pen a 
R : Par jo 2 = ten eee Pe ea ice a sar gata Ni SNe ait eral Gi ia Sy oS Pie ee % ge 
Oto or os ee a pe Scan | ee ade” A en ede ae cee eT ee Sree Ne . Pog oe ey 
n) ee : bic Se Stee eee ie ee 8! ee erp keltae Mie A ee at Dae SRD 4 ; ae A. 2 : 
* - Bie) 3h . —_ Lal oat Bot AS, hha aie ee ee ae ae ae: Sith eae SPR 3 OT . 
4 oF of Sey ie SS pea WE cade ae ash Se ge ee i J eet as oe Sade ae WS all, a oe a ‘ 
New : HES is BR Fea a REE oe Heh SRP ey, Sins Set, WMO Oc ws 
owan, oe eee ae UME Sot S  ey 5 Sag PSE Sg OT ene 3 EP ee ee 
York; » o's eis es “ Aone Z ee Senn aie eae ae RES Te Pas eR eee De oe Ne ore ee ; 
a; iS a eet!» Ss Sle aS ea 4 eRe a re ed Fo nei ite, ati aaa ee. a eee E dy Ts aa eae Ligh ceo ab ¢ 
yer & ; rag | hee aE. Eee (Se aca ‘ as, oe ae ee alta RES fs * fae nn OL a fea Mae Sie esis es ’ 
f ieee i he” rae eee foe ceo ees : re Ngee ie 2 en te he ee ene a gee eg 
ing é Ltt hes ‘ea a ae eae i. eet pine EM SS ce, ch Pag Wei ot Speke Ae ot te 1 Ne : neu 3 cae ery 
York 3; oon IS] ee ne eee ee, S. p x eee OE A ae “ ARE ele eh nie «Fy ee ee ele igh LT ; 
OF eta yes sgh ees = od the Peter: erie ete a ark as Sl Mien Jee oe ra eg ; 
a SAT foamnarmea iam % So eR ME oe Ree iad 3S. ha es EP Yer Reel, oe gest gy 5 OT MMS eS is SALI * 
; > te ” . es 7 “ yet Se zi Le Mt ey rere. ener Wp Pak he A er oe te 2 GE Mee * Phe” Ee, eee 5 
Trib. sees oe Pe BERS gt ore = 3 e oS ee ms a pa i Ag) Eee ee 5 a bee SS ee or ie Be mt 
. Pesaet oe <". ¢ oe % Elbe 2 Th Shy payer: Gees be ee See ease ee a Bek oy ie a . Sn ll ; seer re 
ington ep ge 5 aes tic me : ce sa es a a igre t: pe ao =pe. vor Coe Wa 
a ae a ee. “ AY aeece et et 24a ue ey Sol eG, ot a lee eer a ewe <<? SAREE 25 eas eo 
a tee Ld ee " Pee, oe) AEROS A ec aes ee eg eS 3 tae etna ae ‘, EA a Tae fae ieee) 
eter t re OE i eee ee EE op CS, ee Re ay Reine”, oD alee ae ara oe oe ei iy ts bs eg a ee 
a br cee woe aaa ae Pe RH ee panen eas pe oe ; bn ie ee aS nae ee, Se 
0 Mg aaa Kee res ee, ee Wi Slee ec sata See ae re ae a it Gee ime ae 2 Oo aa Tent hee eA he eee a 
: Se peepee Sih eee ete’, et et hee PO eS SE a A” CA Sy. ne ie 
Sea ; pie EOS. Woks Se aoe Se ety <b eee aaNet ee Vee Ee SEL, ky Dg NOs Smee stat er ek cls 
th J, i Jee ee Ee = oa ic ae ti ees 2A eae ec bite San Sag? eG a Bye eg ee 
New Ie Wis oe ee MGs ow Tage sca ee ES = ete AA 
epart- , tl ae BR Sree eM ete eos AX | ae age BEN peas Boe RE ey os Be eel nae lem iat eee 73 ; 
NE ae Cie ae REAR. “Went sx nce Mc ee Ee ee Sie ertecsriss Sith ie ak 2a eee, BS 
vertis. eer) St ee So EROS REG gs eS TTC. ana ea? eo Ae 
2 eae Pe RS ee es, ti ke = Meee Ta a Suakeecatar ys Fe te Bi oS Nas. gy aaa Menem Sa Bei sd Sh 
Dun emer MEE Di se aoe. Rife OO eg Ae A rt AA tee oe eee ea tr Bot Nee ohe ree _ 
with Toa pai Ba yy fee Paaaeree Tee ae EY sigh gers ae: Uline 8s ag Si eee ee a eee Ne eas ee apernng ey 
| 8) hes WM ae ves, a aoe 2) en ea : se a Be ee ge! Ne A = 3 se GR 5 it ey he ge ican Pen 
joined aa RE re “ve. RO Te ate Seg et eee ee ’ - faa Ae Mes Aria cert a: Sat ie pons =e 
acer reise. A wae Sea Soe eh eS ee ee eo a Jone agg Lae 
of the aa ee We re oon oe a Fae ae bs af Steen og RS en ee oat 
Pest. (se oes. ates Vit te RR! ag Pe eh: ma 2 oie * oe PU ead rest ach } = alee oe eer ee a 
ae ee ne ii Oe Rs oF ae he ardor rae ig tap Me ee Cee eee Sa ov Si es i 
| 2 Brees a ee ye rs Raia ee ee : 
Pees, Sg %, s es a 73h weep ee et ies 38 eae Ais : : 
ere "2, “fia ae Pee as =i fai aa 
eens i. Rei fae on ae < 
ert geet er nT A hae Eee : 
a Peers tats 
rade ees. ee 
os Si ie cagtt gyn 
oem ._. 7 te a % 
addi- au ee ; aes pend en 2 
A ca. i 1 Rin. ig 8 TR | J 3 . 5 
radio he % eat Sag TERS SY Sah oe rs in Ny 
, new roe yf i ck Ge a a 
Hotel is se a. apres eras. ian. eas eee : ar se 
€l, ) ae Pe ee <5 Pe, Wee gee ge a Samet ak A eT ap a a 
| ae EES pe a Cociiaced iee 9>. ig a ee Bice cokes 
ee te i RIOD ak Ses teria 4 EAA ogee aS rae AR Ae aeet : eo ae ae lll a 
me pb ee OE See i Rect er Oe ee Keven Ay ae Paes ahah keane Ae pte ue ae penn’ 
. Chi ae vk ow ar oe Se at as pera sl ; ae ae ee Ms 6 Oa —* es “ir pose — 
| | | Tia eee 2 , aaa wae ee eee eee ap ite 
1, ae et ee er, Se Ae ae : Be . he 
f? ae ae "toe Naat ea ae ate he eee, Te Peer tt Sie ay een ~ =! p a ee ’ a 
Pte SSE cam TS Si ae eee ee as ome Po _a os Sone ee ee * sh a 
| | ee eet at eet apc nt Pal esi a 
Vea aerate te Ded A oe wt vo » od tO ee Rian 
Seg S) ee oe "ll a eg OS re a ee ete aos 
hl ees. pS SO oe ge = i 
Were 2 2, : en tg rn ge alla Cer 
ReneS a ™ enya Som cg Te ei : ac 
: vice ea ns ake ” — a en eee eee am 3 er aco L- — ea : so : 3 
"aphic re pages es eae ts al PO ge ee poo ane , 
; pub ere en. Sea Se Ca ete 
> et ay Sa eer, : OT all ee OE gett : en gies i ‘ 
“4 os eg ees At ne ae Mate om el —— Snags Se — ’ in ‘ene a ’ 
nter gS. Eee "coma eng ir se —_ : 
’ ee a cet een gs rio 
ar ——— gad ; oP ail 
cere eae SS 
Za vse eet ceesttiaae 
“ we inner? ee ae . 
or eat ~— ~ epee 
yw | 2 Sn 
 —=——= a een 
mbled SS ’ 
erma- ae . 
j 
‘ourth 
inued 
ading 
2 rep So 
»duca- — 
s . on 
S ror 
higan 
which sips 
se to sat 
 gro- i al a 
ntain ree ote 
t F 
reer as 
and eo 
KLW, 
8 CO- 
J “Di- 
emier 
‘ ee 
in 4 Bo 
iE Tre 
jplays ee” 
- law eS 2 
provi- etme 
per 
e ad- 
‘ation 
jicago 
3 for- | 
Paper a 
th N. 
, has 
with 
Phila- 4 
) 
Louis ee 
opies 
pping  eaaagecatiene 
_ ae a a - Sa oh a oF a . eo: ? oe 
Seta) a 
a - aoe ee ms i s 
a ene 
Barats a 
at ean 
eee 


.: 
Be 
rs 


“bs 


10 


ADVERTISING AGE 


June 17, 19% 


VALIDITY OF 
RECOVERY BILL 
IS QUESTIONED 


Chicago, June 15.—New light was 
thrown on the industry recovery bill 
at the convention of the National 
Retail Hardware Dealers’ Associa- 
tion here this week by E. B. Gallaher, 
treasurer, Clover Manufacturing Com- 
pany, Norwalk, Conn. Following Mr. 
Gallaher’s address, the association 
authorized its officers to draw up a 
code of ethics for government ap- 
proval. 

Mr. Gallaher intimated that there 
is a possibility that the Supreme 
Court of the United States will hold 
the industry recovery bill unconsti- 
tutional, in spite of the fact that it 
declares existence of an emergency. 

The Supreme Court upheld similar 
legislation during the war, but some 
experts believe, according to Mr. Gal- 
laher, that the court will find no 
parallel between that situation and 
the present one. 

Mr. Gallaher, who has been in close 
touch with Washington, was asked 
what supervision will be exercised 


over mail order houses and public 
utilities, two competitors much 
feared by the hardware dealers. He 
said they will be required to adopt 
the same standards of practice as 
every other type of business. 


Define Wholesaler’s Status 


He stressed the necessity for uni- 
form accounting as required by the 
industry recovery bill. This is go- 
ing to make better business men of 
everyone, he asserted. 

Resolutions adopted by the con- 
vention contained some unique pro- 
visions. The wholesaler was de- 
scribed as the purchasing agent for 
the retailer, obligated to assist him 
in maintaining his competitive posi- 
tion. 

Even more daring was the recom- 
mended method of establishing prices 
dealers would pay for merchandise. 
They are supposed to study quality 
and prices of similar goods offered 
by competitors, then decide the price 
they can afford to pay in order to 
meet this competition. The resulting 
figure, less dealer’s mark-up, will be 
the one offered to the jobber or manu- 
facturer. 


Mclntyre Starts Daily 


E. M. McIntyre, former co pub- 
lisher of Guthrie, Okla., Leader, has 
established a new daily at Blackwell, 
Okla., the Journal. 


Brown Returns to 


“Review of Reviews” 


H. J. Brown, Jr., has returned to 
Review of Reviews Corporation and 
will serve as business manager of 
Review of Reviews and Golden Book. 
New offices are at 233 Fourth Avenue, 
New York. 

Mr. Brown began his work in the 
publishing field with Review of Re- 
views, later serving Crowell Publish- 
ing Company, McCall Company, New 
York Times and National Trade 
Journals, Inc. 

In his new position, he succeeds 
Albert Shaw, Jr., secretary-treasurer 
of Review of Reviews, who returns 
to the editorial department. 


Starts Food Company 


Benjamin Titman, formerly presi- 


dent of Van Camp Products Com- 


pany, has launched Titman Food 
Products Company, New York. 
Thomas M. Bowers’ Advertising 
Agency, which has been appointed 
to handle advertising, is designing 
packages for the first line of prod- 
ucts to be introduced by the company. 


Long in Washington 


Boaz W. Long, chief of the export 
division of N. W. Ayer & Son, has 
been appointed director of the in- 
formation section for the National 
Industrial Recovery Act, with offices 
in the Department of Commerce, 
Washington. 


ADVERTISING MEN ARE HUMAN! 


@ They've got to be. Else, you would not 

have Gordon Seagrove’s smart Lister- 
ine stuff, Phil Lennen’s Lysol messages to 
men, or Messrs. Benton’s and Bowles’ 
potent Hellmann’s advertising. 


These, and not a few other effective copy 
appeals, are based upon personal problems. 
Problems dealing with health, feminine 
hygiene, family relationship, child care, 
beauty, diet or psychology. Such problems 
are not of such universal interest to com- 
mand the immediate attention of the Sen- 
ate, Prime Ministers or the League of Na- 
tions, but they do get instant reading from 
the millions and millions who compose the 
magazine audiences. Because these people 
are personally concerned with similar prob- 
lems of their own. 


That’s why Seagrove, Lennen and other 
ace craftsmen build their ads around such 
human problems. Nothing interests peo- 
ple more than themselves. 


Frankly, that’s why, too, the editors of 
Physical Culture Magazine have long made 
it a practice to include always in their edi- 
torial programs a variety of articles con- 
cerned with personal problems. Timely, 
absorbing, human articles prompted by 
thousands of voluntary communications re- 
ceived from troubled readers asking the 
editors’ advice on pertinent personal prob- 
lems. All of these infinitely helpful fea- 
tures are gathered from readers’ actual ex- 
periences. Many are intimately written in 
the first person. 


For instance, in the July issue of 
Physical Culture Magazine, there are a 


number of articles and features touching 
upon typical, everyday problems which the 
quarter of a million readers of Physical 
Culture Magazine are facing and of which 
they are seeking a solution. Among these 
are “How Much Should We Spend for 
Dinner”; “The Art of Facial Beauty”; 
“Frigid,” an anonymous article, which 
deals frankly and honestly with a marriage 
problem that has wrecked the happiness of 
a million homes; “Depression Gave Us a 
Higher Standard of Living,” “When Old 
Age Is Happy,” and “The Unmaking of 
a Neurotic.” 


As the titles of these articles poignantly 
indicate, all are directly attuned to the 
needs of the quarter of a million readers of 
Physical Culture Magazine, enabling them 
to find the right solutions to their own prob- 
lems. Because Physical Culture repeatedly 
renders such authoritative and adequate 
assistance, its editors are rewarded with a 
loyal and responsive audience second to 
none. 


AN ADVERTISEMENT FOR PHYSICAL CULTURE MAGAZINE 


CREATE BOARD 
TO ADMINISTER 
CURTIS STOCKS 


Philadelphia, Pa., June 15.—The 
holdings of the late Cyrus H. K. Cur- 
tis in his publishing properties are 
to be administered by a board of 
seven trustees, under terms of the 
will filed this week at Norristown. 

This board will be comprised of 
Mrs. Mary Louise Curtis Bok, widow 
of Edward W. Bok, and daughter of 
Mr. Curtis; John C. Martin, stepson- 
in-law of Mr. Curtis and vice-presi- 
dent and general manager of Curtis- 
Martin Newspapers, Inc.; Cary W. 
Bok and Curtis Bok, grandsons; W. 
D. Fuller, first vice-president and 
secretary of the Curtis Publishing 
Company; Charles A. Tyler, secre- 
tary-treasurer of Curtis-Martin News- 
papers, Inc., and George Horace 
Lorimer, president of the Curtis Pub- 
lishing Company and editor of The 
Saturday Evening Post. 

Mrs. Bok is the chief beneficiary of 
the publisher, the exact value of 
whose estate is not indicated in the 
will. 


Will Retain Stock 


This document revealed that the 
magazines which Mr. Curtis himself 
developed during his career held first 
place in his affections, in spite of his 
important newspaper interests, ac- 
quired after his fortunes had reached 
high tide. 

The will directs that during the 
continuance of this trust, “my com- 
mon stock of the Curtis Publishing 
Company shall be retained by my 
trustees and shall not be sold unless 
some extraordinary contingency shall 
arise, making it desirable to sell, and 
then only in the event that my 
trustees shall unanimously agree.” 

These magazines are The Ladies’ 
Home Journal, The Saturday Even- 
ing Post, and The Country Gentle- 
man, 

No such stipulation is made re- 
garding the newspapers in which he 
was interested, including the Phila- 
delphia Public Ledger and Evening 
Ledger, the Philadelphia morning 
and Sunday Inquirer and the New 
York Evening Post. 

The death of Mr. Curtis directed 
public attention to the value of his 
publishing properties and caused un- 
usual demand for shares on the New 
York Exchange. A substantial gain 
in quotations was one result. 


McReynolds Re-Elected 
by St. Louis Club 


E. H. McReynolds, assistant to the 
president, Missouri Pacific Lines, was 
re-elected president of Advertising 
Club of St. Louis, the board of gov- 
ernors announced this week. Others 
re-elected were Hale Nelson, South- 
western Bell Telephone Company, 
first vice-president, and W. H. Sher- 
rill, First National Bank, treasurer. 

Joseph Wells, D’Arcy Advertising 
Company, and Louis A. Zimmerman, 
Woodward and Tierman Printing 
Company, were elected second and 
third vice-presidents, respectively; 
and Norman B. Terry, Laclede Gas 
Light Company, was named secre- 
tary. 

New members of the board of gov- 
ernors are: Hubert Echele, Warwick 
Typographers; David H. Fleischer, 
Commercial Letter Company; Gus J. 
Lehleitner, Victoria Letter Company; 
Michael Levy, Retailers Market 
News; Vincent A. McGrath, Missouri 
Pacific Lines; and Fred E. Winsor, 
Outdoor Advertising, Inc. 


Hunt Names Chirurg 


Rodney Hunt Machine Company, 
Orange, Mass., maker of finishing 
machinery, rolls and water power 
equipment, has placed its advertis- 
ing with James Thomas Chirurg 
Company, Boston. Business papers 
and direct mail will be used. 


New Premium Service 


Arch C. Riddell Company has been 
organzied at 324 N. San Pedro St., 
Los Angeles, as a premium service 
organization for advertisers. The 


company plans to open a San Fran- 


cisco office shortly. 


Popularity of 7 
Beauty Lines 
Shown by Dell 


New York, June 15.—Interesting 
shifts in the popularity score » 
many nationally advertised brands at 
beauty products are revealed by the 
second survey of beauty, just cop, 
pleted by Dell Publishing Company, 
publisher of Modern Screen, Moder 
Romances and other magazines, 

Among hand creams, Campana; 
Italian Balm advanced from thir 
place in a similar survey six month 
ago, to second in the latest investi, 
tion. It gets 18 per cent of the bug. 
ness of those responding, compara 
to 12 per cent in the former suryey, 

Tangee Rouge has moved frop 
third to second place, with 10 pe 
cent of the present business, cop. 
pared to 8 per cent formerly. Tangy 
leads all other brands in the lipstig 
classification. 


Other Changes 


Among talcum powders, April 
Showers (Cheramy) yields first plac 
to Mavis, which now gets 12 per cep 
of the total volume. Among eyelas) 
growers, Maybelline has moved y 
from sixth to second place, iner 
ing its share of the total from 2 ty 
11 per cent. 

Maybelline also moved up in thd 
eye-shadow classification from ‘a 


to second place. Outdoor Girl ad 
vanced from sixth to fifth place 
Among mascaras, Outdoor Girl wen 
from tenth to fifth. 

Vaseline Hair Tonic is in fi 
place in its field. It was formerl 
third. Dr. Ellis made a substantia/ 
gain in the waveset lotion class 
jumping from ninth to third place 

Results of the survey appear it} 
the June issue of “The Dellegram, 
copies of which may be secured with 
out charge from the company’s offices 


James Hammond 
Purchaser of 


Memphis Dail 


Memphis, Tenn., June 15.—Jam 
Hammond, Jr., former publisher 0 
the Detroit Times, re-entered th 
newspaper field this week by pur 
chasing the Memphis Commercial 
Appeal and Evening Appeal. 

The sale followed a court action i 
Minneapolis, where Federal Judg 
Molyneaux signed an order on peti 
tion of receivers for the Minneso' 
& Ontario Paper Company. 


Appeal, Inc., is a native of Critte 
den County, Ky., but spent his ear 
years in Tennessee. He entered t 
banking business in Arkansas, late 
become treasurer of the Lord & Ta 
lor department store in New Yor 
and then served Gimbel Brothe 
Pittsburgh. A year ago he tasted th 
newspaper business in Detroit. 

Associated with him in his lates 
venture are Capt. G. T. Fitzhugh 
vice-president; and W. W. Hansel 
secretary-treasurer. 


Michigan Chain Store | 


Tax Is Approv 


The Michigan chain store tax bill 
designed to raise $3,000,000 a year 
has been passed by both houses 0 
the state legislature. 

It provides a graduated tax be 
ginning with $10 for each store 0 
a group of two or three, and ending 
with a tax of $250 for each stor 
above 25 in any one chain. 


Industrial Publisher Dies 


Henry H. Smith, founder of Recor‘ 
Publishing Company, Cincinnati, al 
for many years editor and publi 
of American Machine and Tool Re 
ord, died in Cincinnati June 10. H 
was 76 years old. 


Ewald Is Bank Director 


Henry T. Ewald, president, Cam 
bell-Ewald Company, Detroit. h 
been elected a director of Wabee 
State Bank of Birmingham, Mich 
recently organized by Sen. Jame 


Couzens. 
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Here are the sales figures reported since the ap- 
pearance of this advertisement on February 19. 


Ralston sales increased 24.1% in Feb- 
ruary; 46.9% in March; and 42.9% in 
April over last year’s sales. 


Lowest Inquiry Cost 
in Ralston History 


The Comic Weekly also set an all-time, low in- 
quiry cost record on Ralston—lower than any 
publication, radio or other form of advertising 


n all 


time 


alston Sales Increase up 


in Ralston history. Why? Because everybody reads 
the comics. The Comic Weekly gave Ralston the 
opportunity of economically reaching not only 
the parents but also the children who are the 
real cereal eaters. : e 

~ §,000,000 circulation — concentrated in the 
wealthiest buying areas— The Comic Weekly 
reaches the entire family. For men it holds more 
interest than the sports page; for women, more 
interest than the woman’s and society pages. 
For children, it is all absorbing to 99%. All of 
this at a cost of ¥3 of a cent per family. 

’ For complete information on this powerful 
new advertising medium, and proof of any state- 
ment made, call Columbus 5-2642 in New York, 
or Superior 6820 in Chicago. 


record ! 


13D) 


BOX TOPS 


for Ralston-a 254 Cereal 
received from one page 


in The Comic Weekly 


ERE’S the record-breaking advertisement! 
Notice particularly it called for Ralston box tops—not just 
coupons. And Ralston is a high quality whole wheat cereal regu- 
larly priced at 25¢ a package. No other advertisement ever 
published pulled as many box tops or other direct evidence 
of the purchase of a client’s product. This page appeared in 
The Comic Weekly, Sunday, February 19—so that its produc- 
tive period encountered the handicap of the national bank 
moratorium. Hence the record-breaking results are doubly 
significant. They demonstrate again the ability and willingness 
of readers of The Comic Weekly to spend money in response 
to advertising in The Comic Weekly regardless of conditions. 
The high day’s return was 28,372 box tops. Three months 
later, box tops were still coming in at the rate of 200 per day. 


10 40.9 


Every Sunday five million families (more than 15,000,000 people) read The Comic 
Weekly. They must know what is happening to Tillie the Toiler, Jiggs, Barney 
Google, Felix the Cat, Skippy, Pop-Eye, and other beloved characters. That’s 
why Ralston and other shrewd advertisers place their advertising alongside these 
proven attention-getters. Depression or no depression, The Comic Weekly sells 
goods. 1932 was its biggest year. 1933 promises to be even better. 

The Comic Weekly, distributed with the 17 great Hearst Sunday Newspapers, 
is a unique advertising opportunity. ; 


The Comic Weekly 


Everybody Reads The Comic Weekly 


959 Eighth Avenue, New York City 


Palmolive Building, Chicago 
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NOTED RAILROAD 
ADVERTISER IS 
TAKEN BY DEATH 


W. A, Simpson Pioneered in 
Fine Paintings 


Chicago, June 15.—Funeral serv- 
ices were held yesterday for William 
Haskell Simpson, who, as general ad- 
vertising manager of the Atchison, 
Topeka and Santa Fe, for many years 
wielded one of the largest railroad 
appropriations in the country. 

Mr. Simpson died Sunday at the 
age of 75. Interment was in Clare- 
mont cemetery. 


Wins Promotion 


He entered the employ of the rail- 
road in 1881 and served it continu- 
ously until his death. A year or two 
ago he was given the title of assist- 
ant general passenger agent, being 
succeeded as advertising manager by 
Carleton J. Birchfield. Mr. Simpson, 


however, retained general supervision 
of the road’s advertising. 

Mr. Simpson was often credited 
with originating the trade-mark, 
“The Chief,” for the crack Santa Fe 
train. He invariably disclaimed this 
honor, however, passing it along to 
his aid, Mr. Birchfield. 


Used for Crack Train 


The Santa Fe formerly ran a de 
luxe weekly train to the west, charg- 
ing a $25 extra fare. This train was 
abolished with the arrival of war 
and restrictions placed on railroad 
service. In 1926, the train was re- 
stored to service, this time as a daily, 
and it was made the center of many 
of the road’s advertising activities. 
Since the saga of the vanishing In- 
dian had been told and retold in the 
company’s advertising, Mr. Birchfield 
offered “The Chief” as a logical name 
for the new train. 

Though Mr. Simpson never laid 
claim to creation of this name, he 
was credited with many other 
achievements. He was a pioneer in 
the pictorial school of advertising. 
He held the amount of type in his 
advertising to a minimum and at- 
tracted the attention of travelers 
with hand-lettered heads and some of 
the finest illustrations that had ever 
appeared in railroad or any other 
advertising. 

The famous calendar series was 
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W. H. Simpson 


started in 1909 and has been issued 
every year since, with the exception 
of 1915. The painter of these re- 
markable Indian scenes is E. I. 
Couse, of the National Academy of 
Art. Mr. Couse was a master of this 
technique and his brilliant colors 
and understanding of the Indian 
character have made his paintings 
for the Santa Fe calendars almost as 


well known abroad as in this coun- 
try. 


Indians Over-Emphasized? 

In a system like the Santa Fe, em- 
ploying many thousands of men of 
all degrees of education and ability, 
it was natural that many suggestions 
for advertising illustrations should 
be advanced. In many cases, some 
of the top executives came to Mr. 
Simpson with the hint that the In- 
dian series had been somewhat over- 
emphasized and that a change was 
desirable. 

In spite of this terrific pressure, 
Mr. Simpson clung to his early con- 
viction that there was a definite ad- 
vantage to continuity in advertising. 
He provided himself with an excel- 
lent backfire against any interfer- 
ence with this charted advertising 
scheme by buying up the productions 
of Mr. Couse and other famous ar- 
tists as soon as they were available, 
fortifying himself against the days 
when the purse strings might be 
closed. 

Thus, even now, with the noted 
Couse doing little or no work because 
of poor health, the Santa Fe has a 
fine collection of his work ready to 
present to the public, via calendars 
or in four-color magazine pages, 
when the time is ripe. 

Another artist who contributed to 
the Simpson poster collection was 


“To locate nearest author- 
ized dealer look in your 
classified telephone book 
—vunder our trade mark.” 


a 


it easy for prospects to find your 
authorized dealers 


in your 
vertising makes every dealer say- 


“HERE | AM" 


“WHERE TO BUY IT” Service makes 


Advertisers using the “Where to Buy It” plan 


(that is, dealer listings and the tie-in phrase in their 
advertising) include such names as Mimeograph, 


L-O-F Safety Glass, Kelvinator, Goodrich, Olds- 


mobile, Alliance Insurance, and others. 
Trade Mark Service Manager, American Tele- 


Just a few words in your advertising can solve 


a big merchandising problem... if they refer to 
your authorized dealers listed in the classified 


telephone directory 
brand name. 


Under the “Where to Buy It” plan authorized 
dealers — whether they be in Tallahassee or 
Spokane — are definitely identified as your deal- 


under your trade mark or 


ers, are all listed in exactly the same way. 

Through this dealer identification service you 
direct prospects to your local dealers; make re- 
sults from your advertising more certain; check 
substitution at the point of sale. 


“Where to Buy It” Service benefits 
the dealer and the distributor as much as 
it benefits the advertiser. And it strength- \ 
ens dealer relationships. 
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Hermando Villa, of Los Angeles, 
Among these was the Santa Fes 
Century of Progress poster, which 
first appeared over the road’s Name 
in 1930. This gave the road the dis 
tinction of being the first to featur, 
the Century of Progress in its adyey. 
tising. 
Wrote Free Verse 


The poster has other claims to 
fame, however, being considered such 
an outstanding example of poster art 
that it is included in “The Technique 
of the Poster,” the 1933 edition o 
which has just come from the pregges 
in London. Leonard Richmond is] 
the distinguished editor of this yg). 
ume. 

Mr. Simpson had many avocationg, 
As a student of the southwest, he 
was appointed a director of the Lap 
oratory of Anthropology establisheg 
at Santa Fe, N. M., by the Rockefg). 
ler interests. He was a prolific writer 
of poetry, leaning toward free verge, 
One of his volumes has been pub 
lished. Two others were ready for 
the printer when Mr. Simpson’s yp. 
timely death came. 


“Electrical Mirror” 
Begins Publication 


The first issue of The Electrical 
Mirror, new tabloid for the electrical 
industry, will appear July 1. It will 
be published by Tabloid Publications, 
51 E. 42nd St., New York. Officers of 
the company are: 

Lyne S. Metcalfe, formerly with 
Jam Handy Picture Service and vice 
president and publisher of Manage 
ment Magazines, president; Law- 
rence Ley, formerly with Modern 
Packaging, vice-president and treas- 
urer; Edward B. Bolton, secretary; 
and Joseph H. Wood, advertising 
manager. 


Lou Marray Buys 
Class Publication 


Lou Murray Publications, Inc, 
New York, has purchased Automo- 
tive Electricity from Bill Brothers 
Publishing Corporation. 

The new company is headed by Lou 


Murray, who has been editor and]’ 


manager of Automotive Electricity 
since it was founded 11 years ago. 
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L. R. Hudson, who until two years 
ago was advertising manager of the 
publication, has joined the new man- 
agement in the same position. 


Libbey to Launch 


Glassware Campaign 


A national advertising campaign in 
magazines and trade papers will be 
launched this fall by the retail divi- 
sion of Libbey Glass Manufacturing 
Company, Toledo, to introduce its 
new line of crystal glassware for the 
home. N. W. Ayer & Son are in 
charge. 

Frank A. Kapp. formerly with 
United States Advertising Corpora 
tion, was recently named director of 
marketing for Libbey. 


Sales Executives 
Limit Membership 


The directors of the Sales Execu- 
tives Club of New York have voted 
to limit the club membership to 300, 
which leaves 85 vacancies to be filled. 

The limitation on membership fol- 
lowed the decision that the group 
should be large enough to attract the 
best speakers and small enough to 
insure the feeling of camaraderie. 


Enamel Men to Meet 


The third annual meeting of Porce 
lain Enamel Institute will be held in 
Chicago June 27-28. The first day 
will be devoted to special activities 


at A Century of Progress, while the 


second will be spent in a discussion 
of regulation of the industry and 
market development at the Medinah 
Athletic Club. 


Urge Cooperative Effort 


Permanent organization which 
would enable the industry to foster 
cooperative sales promotion was one 
of the important projects outlined 
before the meeting of Edison Electric 
Institute in Chicago last week. The 
organization was formerly known as 
the National Electric Light Associa 


tion. 


Irvin Joins Hunt 


Roy F. Irvin, formerly merchat- 


dising manager for Buckley, Dement 
& Co., Chicago, and later head of his 
own organization in Los Angeles, has 
been appointed general manager 0 


John W. Hunt Company, Los At 


geles advertising organization. 
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FES GROWING 
“IMPORTANCE OF 
MASS MARKETS 


ucGivena Discusses Effects 
Of New Legislation 


Chicago, June 15.—A new era of 
politics and economics, in which the 
welfare of the masses will be given 
special attention through minimum- 
yage laws and similar legislation, 
and in which mass markets will be- 
cme more important than ever be- 
fore, is beginning in America, Leo 
McGivena, publicity manager of the 
yew York News, told the Chicago 
Advertising Council today. 

Mr. MeGivena, who addressed an 
overflow meeting, spoke on “He 
Made So Many of Them,” approach- 
ing the subject of the mass market 
by way of the famous saying of 
Abraham Lincoln, “The Lord must 
have loved the common people, he 
made so many of them.” 

The author of “Tell It to Sweeney” 
pointed out that prosperity prior to 


#1929 was built on the development 


of the movies, radio, cosmetics, auto- 
mobiles and other industries supply- 
ing products not rated as essentials, 
but in the manufacture and distri- 


‘Ibution of which millions were em- 


ployed at wages and salaries which 
enabled them to buy freely and 
hence to support business as a 
whole. 

“We will never get back to pros- 
prity now,” he asserted, “unless 
spending returns to 1929 standards. 
Advances in commodity prices alone 
will not bring this about.” 


Sees Economic Socialism 


Mr. McGivena criticised the atti- 
tude of some bankers who discourage 
“wasteful spending” for automobiles 
and similar products, and insisted 
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that those who can afford to buy 
should be assisted to do so. 

“We are entering a period of eco- 
nomic socialism,” he continued. “The 
dministration at Washington real- 
es this and is acting upon it. I 
predict that whatever else is done, 
alasting and significant development 
will be the establishment of mini- 
mum wage laws or their equivalent, 
and the development of public 
opinion which will stop price-cutting, 
hiseling and sweat-shop operation. 
“Through economics we are com- 
ing closer to the application of the 
iden rule than ever before, for we 
have learned that we are truly and 
practically our brother’s keeper. We 
can't keep ourselves unless we take 
care of the others, also.” 

Many manufacturers have been 
unable to recognize the source of 
buying power, he suggested, and 
have had a snobbish attitude toward 
heir markets, insisting on selling to 
he best people, even though their 
goods actually went to those in the 
ower income brackets. At present, 
he pointed out, only 2 per cent of 
he cars sold are going to those 
with incomes of $9,000 or more, while 

5 per cent of automobile sales are 

0 income groups of $5,000 and less. 


Urges Mass Selling 


He gave numerous examples of 
Buccessful selling of high-priced and 
Quality merchandise items in New 
ork neighborhoods which had pre- 
viously been neglected, and told of 
Bales of cosmetics in mill towns 
where unemployment was prevalent, 
BS Well as fur coats and automobiles 
0 Greeks of low degree. 
“Outstanding examples of mer- 
handising success today,” he said, 
‘are seen among companies which 
have developed the mass market by 
Making it easier for people to buy. 
he 25-cent-a-day meter plan of sell- 
ng Frigidaires has been highly suc- 
essful. Gas range manufacturers 
have sold their products through 
Meters at 10 cents a day. You must 
ind some way to sell the mass mar- 
et by making it possible for them 
0 buy.” 

Snobbery: among salespeople, who 
ke it for granted that sales are 


confined to particular classes, is an- 
other reason which holds back busi- 
ness, he insisted. 

Based on the development of new 
industries, with better and cheaper 
products, and on the improved con- 
dition of the great masses of the 
people, Mr. McGivena foresaw a 
great expansion of business, bring- 
ing with it new and unequaled op- 
portunities for manufacturers who 
establish their identities and prod- 
ucts through mass advertising and 
thinking in terms of the whole 
public. 


Wells to Kalamazoo 


E. P. Wells, formerly in charge of 
Detroit distribution of Sparton ra- 
dios and refrigerators, has joined 
Kalamazoo Stove Company, Kalama- 
zoo, Mich., as sales manager. 


Sell Space on Menus 


Pennsylvania Railroad and New 
York Central Lines have begun use 
of new style dining car menus car- 
rying commercial advertising. The 
menus, which will be used on all 
trains, will be in the form of eight- 
page folders, and will carry six ad- 
vertisements. The Kellogg Group, 
Inc., 176 W. Adams St., Chicago, and 
40 E. 34th St., New York, is exclu- 
sive advertising representative. 


Allard Mailings in 


Three Dimensions 


Richard G. Allard and Associates, 
Minneapolis agency, have initiated a 
series of three dimensional mailings. 

The first in the series carried a 
fisherman’s fly, because, as Mr. Al- 
lard explained, “this part of the 
country is infested with fishermen.” 


Broadcasting 
Loss for May 
Below Average 


New York, June 15.—Though the 
total volume of radio broadcasting 
for May was considerably below that 
of May, 1932, the differential is not 
as great as that between April, 1932, 
and April, 1933, National Advertising 
Records reports. 

The figure for May, 1933, is $2,293,- 
450, a loss of $1,338,992 from May, 
1932. The April, 1933, total showed a 
decline of $1,538,720 from the corres- 
ponding month of 1932. 

May, 1933, is the eleventh consecu- 
tive month in which totals have com- 
pared unfavorably with those for the 


preceding year. National Broadcast- 
ing Company’s volume is holding up 
considerably better than that of its 
chief competitor, the former’s loss 
in May, 1933, being about 27 per 
cent. 

The gasoline industry is turning 
out to be the angel of radio. Its 
broadcasting expenditures in May 
aggregated $1,489,579, compared with 
a mere $792,051 in May, 1932. This 
is a gain of about 88 per cent. 

Manufacturers of radios are also 
spending more on radio advertising 
than heretofore, interrupting the 
long record of declines shown by 
other divisions. Furniture manufac- 
turers are the third class which is 
leaning more to broadcasting than in 
the past, increasing May, 1933, ex- 
penditures by more than 100 per 
cent. 
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Decidedly Better! 


OUISVILLE continues to lead the larger 
cities of the country in bank clearings. 
Twice as many building permits were 

issued here in April than in March and the esti- 
mated outlay on those issued during the former 
month amount to more than four times as much 
as those issued during March. Both of these 
months showed an improvement over the same 
months in 1932 and May bids well to make an 
even better record. 


Employment in Louisville has shown a 
decided improvement. Two plants alone have 
added more than 2,700 industrial workers to 
their payrolls since the first of the year. 


These and many other factors make Louis- 


: ville, Kentucky, one of the bright business spots 
of the Nation—a market that is well worth 
Greater Louiwille and its cultivating from a sales standpoint. This 


rich, diversified market, KEN- 
TUCKIANA, can be effective- 
ly reached at one low cost 
through a single medium— 


entire territory may be covered effectively at a 
single low cost through one medium— 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Major Market 
REPRESENTED 


Newspapers, Inc. 


NATIONALLY 


fe 


- 


Audit Bureau of Circulations 


BY THE BECKWITH SPECIAL AGENCY 


ot % a = a ale = . 3 EN nay Cae, SX res Sas ie a i ers y Y ae ek oe Re eer i ge ._.o ee ant mea ihe ae ye eS Cr, ae ae a i’, ‘29 
b a Z * = i ms : - re xs " a ky Ais Pat ee ; eae y £ pet \ Saale ie ; &, 
SE sa Peter a ee: om he Se tm E eee 3 ae ae . i “ ’ gig he 4 ‘ A : ‘ 7 eS i 
: : s bi 5 ‘ ‘ . - ae eee im 
EE ———————————————————_————————————————————————_—_—_—_ — — —  ————————— Bele 
| poor 
Lise Wad 
Bl EON 
MeN 
| ae 
Rae 
‘ke. 
es xs 
ae 
| | | . 
SSSsSsS0M0M0”M@©00 NN NNNSSSS—o@omonm@®@omnmRESpam9@maaaSS 
oo 
wel 
S 
po aaa if 
ic 
a ope a: Zs 
' Gas = 
= oS ee 
eg 
eae Soe 
ee | 
. oe ji 
ation e 
i Be 
ctrical € ge 
ctrical Le ( 
i 
It will ies .. 
Es ey 
ations Note 
— Sake 
ee al 
r with * 
d vice 
lanage- 
Law 
f odern ’ 
treas- 
” 
ie 
ee 
ee > es ae 
a “ 
7 
| ie 
° 
co 
rte, : 
ia rime 
| eeeer 
\ 
* ee rs 
: 
; . 
| ee ies 
a a ee Ee 
7 RG a ee en ees 
Repetto ce De ee Ale | SRA. chdy cg Uke Gemegay met Ce ete Geet Fs tea yt uh Se) Be, 8 ae : Se er eh : ar . 
eit. i ee alert ees teh cn omy ES AAR ES Soe nS aN epee ren eye a ae aoe ea ere Ono ty er en 
aes i hi oF TS aU EEE BR OS eee SATS ee ee ee foe se a ea 4 i aoe Rie 
ee a aat i ao ge ue ee Se se ee nae ee Teoh Re he z Bs . : rm vera, 
eh ya eae ae as ae ae aiid ‘per es ieee ee eg 
pS eek et Saas val ie ee ee a Gee 


ADVERTISING AGE 


oe es oa 


June 17, 193% 


Take a leaf out of 
the book of drug 
advertising. It 
makes good—for 
one thing, be- 
cause it makes 
good use of the 
dealer's window. 


* 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 
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STARR & BORDEN AVES. LONG ISLAND CITY, NEW YORK 


A BEACON LIGHT 


Those of the Profession (over 75% of the 
A. I. A. do) who year in and year out have fol- 
lowed "ARCHITECTURE have never lacked for 
guidance from the pitfalls of fad or fancy. It 
has provided a brilliant pathway midst the 
astounding developments in American building. 
It has furnished a guidance and inspiration 

to none because it is steady, searching 
and alert to all that is going on. 

Those Advertisers who have used ARCHITEC- 
TURE steadily have been afforded a direct path- 
way to the working desks of the men who with 
their adherence to sound principles are achiev- 
ing building fame. You can do likewise. 


The Leading Professional Journal 


ARCHITECTURE 


Published by Charles Scribner’s Sons 
597 Firtu Ave. New York City 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
24444442446 


Color Ben Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


Pen, ema. mtn 
I'VE FOUND 
ia THE BEST 
\ HOTEL VALUE 
= ay IN NEW YORK 
CITY 


4+? 
=) 


— 


Just think... mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 

A room and bath for one, 
$2.50; for two, $3.50. 

It's the 


I“\ PICCADILLY 


45th STREET ond BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


MAY ADVERTISING LINEAGE IN FARM PAPERS 


Monthlies 
Country Gentleman 
Successful Farming 
Capper’s Farmer 
Country Home 


Progressive Farmer & Southern Ruralist: 


Carolinas-Virginia Edition....... 


Texas Edition 


Kentucky-Tennessee 

All Editions 
California Citrograph 
Western Farm 
Southern Agriculturist 
Southern Planter 
Farm Journal 
Breeder’s Gazette 
Wyoming Stockman-Farmer 
Arkansas Farmer 
The Bureau Farmer 
Florida Grower 


Semi-Monthlies 


SE GE DUE cri cerededssenccesevece 
Indiana Farmers Guide.............. 
Kansas Farmer (Mail & Breeze)...... 


Missouri Farmer 
Missouri Ruralist 
Hoard’s Dairyman 
Montana Farmer 
Utah Farmer 


Bi-Weeklies 


Wallaces’ Farmer & Iowa Homestead. 


American Agriculturist 
California Cultivator 
Nebraska Farmer 

Zone Advertising 
Pennsylvania Farmer 


New England Homestead............. 


The Farmer & Farm Stock & Home: 
Minnesota Edition 
Dakotas-Montana Edition 
Local Edition 

Prairie Farmer: 
Illinois Edition 
Indiana Edition 


WR, TO BOP MOC ko cs ects ecacvesoves 


Washington Farmer 


Wisconsin Agriculturist & Farmer... 


Oregon Farmer 
Ohio Farmer 
Idaho Farmer 
Dakota Farmer 
Michigan Farmer 
American Agriculturist— 
Local Zone Advertising: 
Poughkeepsie 
Buffalo 
Elmira 
Syracuse 
Utica 
New England 
Rochester 
Binghamton 
Albany 
Watertown 
Long Island 


Weeklies: 


Pacific Rural Press.......... eer ers 


Weekly Kansas City Star: 
Missouri Edition 


Arkansas-Oklahoma Edition..... 


Kansas Edition 
Semi-Weekly Farm News: 
Tuesday Edition 
Friday Edition 
Capper’s Weekly 
Dairymen’s League News 


Mississippi Valley Edition........ 
Georgia-Alabama Edition......... 
Edition..... 
Di ceteseeebeces 6&5 
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1933 Issues* 1932 Issues* 

cose BOQTER 24,119 

see Dee 12,807 

-++e 10,365 17,218 
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eee 6,943 7,205 2 
«+e 6,480 5,696 2 
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se Ee 11,935 

oases eee 7,935 
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caus. | ee 2 17,443 4 
cons Re 2 14,390 2 
coos Beas 2 aaa ws 
comm |= 6a 2 14,431 2 
eee. 8,925 2 8,097 4 
wee ee 2 14,673 2 
eee+ 6,848 2 11,493 2 
coes Mena 2 cane “6 
non toe 2 11,130 2 
orm . 2 8,644 2 
ove ‘Tee 3 12,084 4 
eves eee 2 15,473 4 
os ae 2 13,965 2 
coos 6,465 2 14,776 4 
soos ee 2 11,292 2 
ecm = 2 12,828 4 
tase eee 1 10,449 2 
soee- See 2 7,759 2 
een 962 2 3,980 4 
ket 806 2 424 4 
ones 728 2 704 4 
a4 588 2 676 4 
cea 588 2 424 4 
Pree 514 2 420 4 
ree 400 2 620 4 
er 364 2 1,068 4 
sees 224 2 1,446 + 
ere 224 2 424 4 
eee coo a 2,170 4 
sacs BURT 4 21,228 4 
suse Bae 5 12,740 4 
soos Saeee 5 11,084 4 
coves Sane 5 11,042 4 
1% ee 5 2,204 5 
ae ee 4 1,825 4 
Seco BOOT + 3,919 4 
+ose ae 5 2,359 + 


*Discrepancies between these columns for 1932 and 1933, except in the 
ease of weeklies, are explaine@ by changes in frequency of issue of the 


publications involved. 
t+Not received. 
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Howard E. Sands 


Joins Reach as 
Vice - President 


Newark, N. J., June 15.—Howard 
E. Sands, for the past three years 
advertising and sales promotion man- 
ager of the Mennen Company, 
Newark, has acquired an interest in 
the Charles Dallas Reach Advertis- 
ing Agency, where he will serve as 
vice-president. 

Prior to the Mennen connection, 
Mr. Sands was associated with F. 
Wallis Armstrong Company, Phila- 
delphia agency. For ten years be- 
fore that he was vice-president of 
Henry Sonneborn & Co., Baltimore, 
Md., where he directed the advertis- 
ing of Styleplus clothes. 

The Charles Dallas Reach Agency 
has grown rapidly the past year and 
has made several additions to the 
staff in recent months. 

Henry C. Miner, Jr., for seven 
years with J. Walter Thompson Com- 
pany, New York, as manager of the 
Alexandria and Berlin offices, is now 
the copy chief of the Reach com- 
pany. 

Jean Wanamaker, formerly of 
Condé Nast Publications, has been 
placed in charge of radio service. 


Aetna Brewing Appoints 


The account of Aetna Brewing 
Company, Hartford, Conn., has been 
placed with W. I. Tracy, Inc., New 
York. 


“Cosmopolitan” Is 
Issued in Book Form 


To impress upon advertisers and 
agencies the vast amount, as well as 
the quality of the editorial material 
appearing in each issue of Hearst’s 
International Combined with Cosmo- 
politan, International Magazine Com- 
pany has had the editorial content 
of its July, 1933, issue set and printed 
in book form by Yale University 
Press. 

In usual book size and style, the 
volume runs to more than 460 well- 
filled pages, and makes a unique and 
effective presentation. It will give 
many a new idea of the volume and 
scope of material appearing in an 
average issue of the publication. 

A limited number of copies of the 
unique publication are available for 
distribution to advertising and 
agency executives through the pub- 
lication’s New York office, 963 Eighth 
Ave. 


Sue on Agency Bond 


Failure of the Chambers Agency, 
New Orleans, last year with many 
bills outstanding, has resulted in the 
filing of a suit in the circuit court 
of Louisville, Ky., by Louisville and 
Nashville Railroad Company and 
Buffalo Courier Express against the 
Globe Indemnity Company. An in- 
demnity of $41,250.78 is sought on a 
bond executed to the railroad by the 
agency. 


Opens Chicago Office 


Breeder’s Gazette, Spencer, Ind., 


which recently resumed weekly pub- 
lication, has opened an advertising 
office at 608 S. Dearborn St., Chicago. 
Walter L. Miller, 
charge. 


publisher, is in 


READY FOR MEETING 


Walter A. Folger, vice-president 
in charge of advertising, Pacific 
Telephone and Telegraph Com- 
pany, San Francisco, and presi- 
dent of Pacific Advertising Clubs 
Association, which will hold its an- 
nual meeting in Sacramento, June 
18-21. 


Sosland to Kansas City 
Daily; David Advanced 


M. B. Sharp, general manager, 
Kansas City Journal-Post, has an- 
nounced the appointment of Benja- 
min Sosland, formerly assistant to 
the general manager of Chattanooga 
Times, as assistant business manager 
7 charge of advertising, a new posi- 
tion. 

L. C. David, for five years a mem- 
ber of the Journal-Post staff, and be- 
fore that assistant advertising man- 
ager of Denver Post, has been pro- 
moted to advertising manager of the 
Journal-Post. 


Printers Discuss Control 


New Orleans printing interests 
have appointed a committee to work 
out a code of ethics for the group 
under which they may operate under 
— terms of the industrial recovery 


——_= 


Meyer Reveale 
As “Washington 
Post” Purchase 


Washington, D. C., June 14—7, 
Washington Post, which was sold at 
public auction last week for $825, 09 
was purchased by Eugene Meyer, 
former governor of the Federal R 
serve Board, it was revealed thj, 
week. 

Mr. Meyer will be president of thy 
new company formed to control th 
paper, with Mrs. Meyer as yi 
president and Floyd R. Harrison, ty 
eleven years an associate of Mr 
Meyer, as secretary-treasurer. Th 
new company is to be known as the 
Washington Post Publishing (Cop. 
pany. 

Announcement that Mr. Meyer was 
the successful bidder for the Post x 
the recent sale followed closely 
the heels of a public announcemen 
by Mrs. Evelyn Walsh McLean, 
estranged wife of the paper’s former 
owner, that she intended to launch 
a new Washington paper, to be know) 
as the Enquirer, for her sons. 


Kansas City Club 


Plans Trip to Fair 


The Advertising Club of Kansas 
City, Mo., has arranged for a clyb 
trip to A Century of Progress, Chj- 
cago. The party will make use ofa 
special train and will leave Sept. 1 
for a three-day stay. 

Ray Lockard, president, Periodica} 
Publishers’ Service, and Francis J, 
Gable, editor, Good Business, are in 
charge of arrangements. 


Sanger Opens Agency 


Alan Bridgman Sanger has estab. 
lished an _ industrial advertising 
agency at 60 East 42nd St., New 
York. He will offer counsel to small 
advertisers of supplies sold to indus 
try. 


Takes Schlitz Helm 


William B. Uihlein has succeeded 
his father, Alfred, as chairman of 
the board, Schlitz Brewing Company, 
Milwaukee. He served as his father’s 
assistant for many years. 


HUNDREDS OF 


NEW BREWERIES 


ARE NOW SPRINGING UP 


HERE ARE IMMEDIATE SALES 


breweries. 


ment. 


their story. That's partially true. 


tion of saving time. 


to cover this field. 


you write us? 


MODERN 


205 East 42nd Street 
New York, N. Y. 


Every day the city newspapers record the plans for the opening of new 


That means sales—and, in most cases, immediate sales. And not only 
that, but sales of equipment that many of the breweries operating at present 
have not as yet been forced to buy as their plants were at least fitted to 
begin operations because of previous manufacture of near beer. 

Breweries starting now are those who either closed down entirely at the 
advent of prohibition or are new in the industry. 


Even with all this activity, however, many salesmen of brewery equip- 
ment and supplies report that it is practically impossible to tell the brewers 
The brewers are busy—extremely busy— 
but they are, nevertheless, interested in equipment. Their problem is a ques- 


That's exactly why brewery equipment manufacturers everywhere are 
turning to MODERN BREWERY for assistance in getting the proper audi- 
ence with the important brewery executives. 

A perusal of any recent issue of MODERN BREWERY will convince you 
of its outstanding leadership in the brewery field. Such well known com- 
panies as General Electric Company, Crane Company, Cutler-Hammer, Inc., 
York Ice Machinery Corporation, Minneapolis Honeywell Company, Consoli- 
dated Paper Company, Grinnell Company, Worthington Pump and Machine 
Corporation, Dodge Brothers Motor Truck Company, Federal Motor Truc 
Company, The B. F. Goodrich Rubber Company, Goodyear Tire and Rubber 
Company, United States Tire Company and many others are admittedly smart 
buyers of advertising space. They all use MODERN BREWERY exclusively 


There is, of course, a reason. If you have something to sell the brewin 
industry, all we ask is the opportunity to 


Both require new equip- 


Jt 


the subject with you. Will 


BREWERY 


333 North Michigan Ave. 


Chicago, Ill. q 
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ADVERTISING AGE 
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PROGRAM 1S SET 
FOR ALF. A. MEET 
IN GRAND RAPIDS 


(Continued from Page 1) 
programs of the various depart- 
mental meetings and meetings of 
allied associations are as follows: 


DIRECT MAIL ADVERTISING 
ASSOCIATION 
Tuesday morning, June 27, 9:30 o'clock 
Swiss Room, Hotel Pantlind 

Presiding—Henry Hoke, executive 
ager, Direct Mail Advertising Assn., 
a Consumer Is Our Advertising Man- 

, Paul Ryan, manager of sales promo- 
tion, Shell Petroleum Corporation, St. Louis. 

Getting More Orders Out of Catalogs, 
Milton G. Crume, manager, direct mail sell- 
ing, Butler Brothers, Chicago. 

Forging Ahead on the Business Upturn, 
Homer J. Buckley, president, Buckley, De- 
ment & Co., Chicago. 

Tuesday afternoon, 2:00 o'clock 


Presiding——E. Lee Turley, sales promotion 
manager, Haywood Publishing Company, 
Chicago and Lafayette, Ind. 

Selling by Letter to an Industrial Market 
of 73 Industries, Martin H. Higgins, sales 
promotion manager, Autopoint Company, 
Chicago. 

Mail and Pray, Mac Harlan, advertising 
director, Household Finance Corporation, 
Chicago. 

The Ugly Duckling, Verne W. Tucker, 
manager, sales promotion and direct mail 
department, Campbell-Ewald Company, De- 
troit. 


NATIONAL ASSOCIATION OF 
BROADCASTERS 
Tuesday morning, June 27, 10:00 o’clock 
Italian Room, Pantlind Hotel 
Discussions : 
Problems of Station Promotion, John Patt, 
WGAR, Cleveland. 


man- 
New 


Sales Management, Lewis Weiss, WJR, 
Detroit. 
Merchandising, Harry Howlett, WHK, 
Cleveland. 


Commercial Scripts, John Henry, KOIL, 

Council Bluffs. 
Tuesday afternoon, 2:00 o’clock 

Discussions : 

Cooperation with Local Civic Groups, Ed- 
ward Bill, WMBD, Peoria. 

Participating Ideas, Edward Craney, 
KGIR, Butte. 

Station Surveys, Martin Campbell, WFAA, 
Dallas. 

Standardization of Units of Sale and Rates, 
Arthur B. Church, KMBC, Kansas City. 


OUTDOOR ADVERTISING ASSOCIA- 
TION OF AMERICA 
Tuesday afternoon, June 27, 2:00 o’clock 
Small Auditorium-Civic Auditorium 

Presiding—Clarence D. Blessed, president, 
Walker & Company, Detroit. 

A New Measuring Stick of Outdoor Ad- 
vertising, Dr. Miller McClintock, Harvard 
University. 

As the National Advertiser Sees It, Robert 
H. Crooker, advertising manager, Chevrolet 
Motor Car Company, Detroit. 


PUBLIC UTILITIES ADVERTISIN 
ASSOCATION . 

Tuesday morning, June 27, 10:00 o'clock 

Presiding—E. Frank Gardiner, president, 
Public Utilities Advertising Association, Mid- 
land United Company, Chicago. 

Opening Remarks by the President. 

Problems Confronting the Advertising Man- 
ager of a Statewide Operating Utility, John 
R. Marsh, advertising manager, Georgia 
Power Company, Atlanta. 

Advertising from an Executive’s Viewpoint, 
William G. Woolfolk, president, Detroit City 
Gas Company, Detroit. 

New Values for Old, Helen Rockey, as- 
sistant manager, Advertising bureau of the 
gas and electric companies affiliated with 
the Consolidated Gas Company, New York. 
Report of “Better Copy” Committee, Eric 
Swift, Commonwealth Edison Company, Chi- 
cago, chairman. 

Award of Certificates to winners in “Better 
Copy” contest. 

Tuesday afternoon, June 27, 2:00 o’clock 
Should the Advertising Man Know His 
Engraving, Typography, Mats and Printing? 
0 Page, Western Newspaper Union, New 
ork, 

The Value of Outdoor Advertising to Utili- 
ties, Kerwin H. Fulton, president, Outdoor 
Advertising, Inc. 

The Public and the Utility, Wesley A. 
Gilman, vice-president, N. W. Ayer & Son, 
Inc., Philadelphia. 

The Danger of Municipal Ownership, Mor- 
tis E, Jacobs, vice-president, Boizell & 
Jacobs, Omaha, Neb. 

Secretary’s Report. 

Treasurer’s Reports. 

Committee Reports. 

Appointment of Committees. 

Report of Nominating Committee. 

Election of Officers and Directors. 
Announcements. 

Adjournment. 


AMERICAN COMMUNITY ADVERTIS- 
ING ASSOCIATION 

Tuesday morning, June 27, 9:30 o'clock 

Presiding—H. J. Gray, treasurer, Ameri- 

can Travel Development Association, Grand 

Rapids. 

President’s Report, Charles F. Hatfield, 


ve. 


general manager, St. Louis Convention and 
Publicity Bureau. 

Railroad Community Advertising, E. H. 
cReynolds, director of publicity-advertising, 


Missouri Pacific Lines; president, Advertis- 
ing Club of St. Louis. 

The How of Publicizing A Century of 
Progress, Homer J. Buckley, chairman, com- 
mittee on public information, A Century of 
Progress; president, Buckley, Dement & 
Company, Chicago. 

How the World’s Fair at Chicago Helps 
to Advertise a Community, George Bishop, 
general manager, Michigan Century of Prog- 
ress Commission, Chicago. 

Tuesday afternoon, June 27, 2:00 o’clock 

Presiding—H. J. Gray, treasurer, Ameri- 
can Travel Development Association, Grand 
Rapids. 

Speakers: Dr. W. J. Showalter, chief of 
the research division of National Geographic 
Magazine, Washington, D. C.; and J. Lee 
Barrett, executive vice-president, Detroit Con- 
vention and Tourist Bureau. 


SALES EXECUTIVES CONFERENCE 
Tuesday, June 27, 9:30 o'clock 
Presiding—Allen Zoll, sales counselor, New 
York; president, Sales Executives Club of 

New York. 

Merchandising and Inflation, Harry Boyd 
Brown, merchandising manager, Philco Radio 
& Television Corporation, San Francisco. 

Subject Later, Walter J. Daily, manager, 
sales promotion division, refrigeration depart- 
ment, General Electric Company, Cleveland. 

Working Together Works Wonders, Frank 
L. Campbell, sales manager, Masonite Cor- 
poration, Chicago. 

Tuesday, June 27, 2:00 o’clock 

Presiding—Allen Zoll, sales counselor, New 
York; president, Sales Executive Club of 
New York, 

Changing Technique of Sales in a Con- 
sumption Era, Dr. Herbert W. Hess, pro- 
fessor of merchandising, University of Penn- 
sylvania. 

How We Are Developing a Market for 
Commercial Air Conditioning, Ralph Leaven- 
worth, general advertising manager, West- 
inghouse Electric & Manufacturing Company. 

In Defense of the Salesman, E. V. Waish, 
general sales manager, Timken Silent Auto- 
matic Company. 

Cutting Distribution Costs Through Better 
Sales Control Methods, L. J. McCarthy, as- 
sociate director of marketing, International 
Magazine Co. 


COUNCIL ON WOMEN’S 
ADVERTISING CLUBS 

Monday morning, June 26, 9:30 o’clock 

Presiding—Helen Rockey, chairman of the 
Council on Women’s Advertising Clubs. 

Welcome, Eloise Haven, past president of 
the Women’s Advertising Club of Grand 
Rapids. 

Mrs. Consumer Turns the Spot on Adver- 
tising, Mrs. Frederick M. Algar, Detroit, 
state president of Women’s Organization for 
National Prohibition Reform. 

Shall We Answer Mrs. Alger? Christine 
Dawson Green, past president of the women’s 
Advertising Club of Detroit. 


Open Forum 

Marketing and Advertising, introduced by 
Josephine Durham, Stix, Baer and Fuller 
Company, St. Louis, past president, Women’s 
Advertising Club of St. Louis. 

Good Taste in Advertising, introduced by 
Mary Derbyshire, past president of the 
Women’s Advertising Club of Chicago. 

What Advertising Women Can Do for the 
Woman Consumer, introduced by Cora R. 
Geiger, Batten, Barton, Durstine & Osborn, 
Buffalo, past president and chairman of the 
speakers bureau, Buffalo League of Adver- 
tising Women. 

Program chairman for the Forum: Ruth 
Y. Lichtenberg, Station WWJ and Detroit 
News, Detroit. 


FURNITURE ADVERTISERS’ 
CONFERENCE 


Tuesday morning, 9:30 o'clock 


General Chairman—John N. Nind, Jr., 
Periodical Publishing Company, Grand 
Rapids. 


Tuesday, June 27 

Purpose of Conference, J. N. Nind, Jr. 

Grand Rapids—The Furniture Capitol of 
America Welcomes You, H. Mueller, 
president, G. R. Furniture Makers Guild; 
president, Grand Rapids Furniture Manufac- 
turers Association. 

Furniture—The Pioneer and Inspiration of 
Architecture, A. Johnson, publisher, 
“Every Girl,’ Grand Rapids, Mich.; pub- 
licity director, Grand Rapids Furniture Ex- 
position Association. 

Getting More Out of Newspaper Adver- 
tising, Eagle Freshwater, Detroit Times. 

Discussion led by Gypsy Bennett, The Ben- 
nett Studios, Toledo, Ohio. 

The Opportunity the Furniture Business 
Offers the Advertising Man, Oliver Wallace, 
Stevens, Palmer & Stevens, Grand Rapids. 

Discussion, 

Afternoon Session 

Services Available From the National, R. 
R. Rau, managing director, National Retail 
Furniture Association, Chicago. 

Advertising to Be Consistently Productive 
Must Be Selfishly Unselfish, Sam Weissen- 
burger, Halle Bros., Cleveland, Ohio. 

Discussion led by Harry Roche, Mayer & 
Co., Washington, D. C. 

What Character of Trade Surveys Should 
Be Maintained by Merchandisers? Paul Hol- 
lister, R. H. Macy & Co., New York. 

Discussion led by W. M. Longmire, Har- 
bour-Longmire, Oklahoma City, Okla. 

Effectively Changing Your Publicity in 
Conformity With Changing Times, E. M. 
Wakefield, advertising counsellor, Chicago. 

Discussion led by George M. Butler, Flint- 
Bruce Co., Hartford, Conn. 

Synchronizing Every Merchandising Fac- 
tor With Advertising—And the Reverse, 
Morgan Aldrich, advertising director, Flint- 
Bruce & Co., Hartford, Conn. 

Discussion led by M. C. Eilbeck, mer- 
chandise director and furniture buyer, Flint 
& Horner Company, New York. 

The Public Revolt Against Poor Furniture, 
Emil Klode, Klode Furniture Co., Mil- 
waukee. 

Committee 

Oliver A. Wallace, Stevens, Palmer & 
Stevens, Grand Rapids; Ed Weir, Grand 
Rapids Furniture Makers Guild, Grand 
Rapids; Morgan Aldrich, Flint-Bruce & Co., 


Hartford, Conn.; W. M. Longmire, Harbour- 
Longmire Co., Oklahoma City; Sam Weis- 
senburger, Halle Bros. Co., Cleveland; Paul 
M. Hollister, R. R. Macy & Co., New York. 


MARKETING RESEARCH 
CONFERENCE 

Executive Club Room, Hotel Pantlind 

Tuesday afternoon, June 27, 2:00 o'clock 

Presiding—Dean C. E. Griffin, school of 
business administration, University of Michi- 
gan, Ann Arbor. 

Pitfalls in Merchandise Investigations, 
E, T. Gundlach, president, Gundlach Adver- 
tising Company. 

Non-Technical Research in the Automobile 
Industry, H. G. Weaver, General Motors 
Corporation. 

The Importance of Scientific Method in 
Commercial Research, Prof. E. D. McGarry, 
University of Buffalo. 


PROMOTION AND RESEARCH MAN- 
AGERS ASSOCIATION 
Furniture Assembly Room, Hotel Pantlind 
Tuesday, June 27 
Program chairman—Jacob Albert, Detroit 
News. 

Vice-chairmen — George Benneyan, 
Sun, New York; Vaughn Weidel, 
Telegram, New York. 


RETAIL ADVERTISERS’ CONFERENCE 
Grill Room, Hotel Pantlind 
Wednesday morning, 9:30 o’clock 
Presiding—Joseph H. Appel of the John 

Wanamaker Organization, New York. 

The Advertising Bootlegger of Merchan- 
dise, Joseph C. Grant, Joseph C. Grant Com- 
pany, Battle Creek, Mich. 

How the National Advertiser Can Help 
the Retailer, Paul Hollister, executive vice- 
president, R. H. Macy & Co., New York. 

What We Think of in Planning a National 
Advertising Campaign, Walter J. Daily, man- 
ager, sales promotion division, refrigeration 
department, Central Electric Company, Cleve- 
land. 

What We Want From a National House- 
hold Equipment Advertising Campaign, Mary 
Murphy, Kern’s, Detroit. 

The Four Sales Corners: Publishing, 
Agency, Manufacturer, Retailer, Lucile Bab- 
cock, publicity director, Tower Magazines, 
Inc., New York. ‘ 


The 
W orld- 


Advertising Women 
Name 1933 Chairmen 


Committee chairmen were named 
this week by Advertising Women of 
New York, Inc. The list follows: 


Katherine French, attendance; 
Catherine Adcock, dinner; Pearl 
Hagens, editor of “Advertising 


Women”; Elsie Wilson, employment; 
Diana Johns, historian. 

Eleanor Paris, luncheon; Dorothy 
Noyes, luncheon-forum, current 
events; Ethel Turner, business meet- 
ing program; Eugenia Stamler, mu- 
tual fund; Bess Hallock; Ethel Ash- 
by, printing; Janet MacRorie, pro- 
gram; Helen B. Ames, public rela- 
tions; Madeline Schneiderwind, re- 
ception; Ida Clarke, special funds; 
Sally Martin, educational. 


Stidd Is President 
of Portland Club 


Charles L. Stidd has been elected 
president of the Advertising Club of 
Portland. Ore. Fred Spoeri is first 
vice-president; Will A. Knight, sec- 
ond vice-president, and Arthur B. 
Wallace, secretary-treasurer. Direc- 
tors: 

Larry Allen, Walter H. Brown, 
Bernard Buisman, James T. Burtch- 
aell, John W. Davis, W. Carey Jen- 
nings, Elmon G. Miller, Douglas Ni- 
col, R. Charles Niete, R. Allan Rine- 
hart, Jo Sandvall and Fred A. 
Schlick. 


Houston Organizes 


for Coming Year 


Malory McDonald, new president 
of the Advertising Association of 
Houston, Tex., has appointed new 
committees. Chairmen are as fol- 
lows: 

Policy and publicity, Earl Bren- 
nan; program, James D. Sims; en- 
tertainment, J. H. Grant; civic af- 
fairs, Fred Hannah; advertising 
standards and practice, M. L. O. An- 
drews; membership, H. C. Fiester. 


Los Angeles Shopping 
Papers Consolidate 


Two Los Angeles shopping news 
publications, Uptown Journal and 
Midtown News, have consolidated as 
Los Angeles News-Journal. The pub- 
lication will be issued twice weekly, 
and carries local news, as well as 
feature material. 


‘Knox in Boston 


Col. Frank Knox, publisher of the 
Chicago Daily News, addressed the 
Advertising Club of Boston this week, 
lauding the Roosevelt administration 
as possessing both understanding and 
courage. 


Radio for Cherries 


An extensive radio campaign is 
being planned for fall by the newly 
formed Wisconsin Cherry Growers 
Association, Sturgeon Bay, Wis. 


Advertising Men 
Honor H. M. Warner 


Howard Mack Warner, retiring 
president of the Association of Ad- 
vertising Men, New York, has been 
presented with a life membership 
gold bar by the club. 

The three other holders of life 
membership privileges are Adam 
Piret, Carroll Beach and R. Steele 
Sherratt. 


Higher Frigidaire 
Position for Irwin 


James W. Irwin, who has been in 
charge of publicity for the air con- 
ditioning division of Frigidaire Cor- 
poration, Dayton, O., has been ad- 
vanced to the post of director of 
public relations. 

He was formerly assistant to 
Frederick G. Bonfils, late publisher of 
the Denver Post. 


Buy Interest in 


Outdoor Business 


Richard V. Johnson and Ralph P. 
Livenspire have bought Sam A. Samp- 
son’s interest in Sampson and Per- 
rin, outdoor plant owners of Long 
Beach, Calif. 

The name has been changed to 
Associated Outdoor Advertising Com- 
pany. 


Donnelley Studies 
Use of Directories 


Reuben H. Donnelley Corporation, 
publisher of telephone directories, 
has completed a study of the use of 
classified telephone books. 

Nearby location was found to be 
a more important factor in New 
York than Chieago. 


Gets Columbia Phonograph 


Advertising of Columbia Phono- 
graph Company, New York and 
Bridgeport, Conn., has been placed 
with the Chicago office of Erwin, 
Wasey & Co. 


Walgreen Chain 
Offers New Premium 


Hammond electric clocks are being 
offered as premiums by the Walgreen 
chain of drug stores in Chicago. 

A clock with a retail value of 
$8.50 is being sold for $1.99, when 
the customer invests in $5 worth of 
other merchandise. A card is 
punched with each purchase until the 
stipulated amount is reached. 


Cardboard Cut-Out 
Children’s Offering 


Peters Shoe Company, St. Louis, is 
presenting all children who visit 
their dealers’ stores with a cardboard 
cut-out. 

Famous characters such as the Old 
Woman who Lived in a Shoe, are 
included in the “Weatherbird Pup- 
pet Show.” 


“New York News” Gets 
Tarantous’ Services 


H. A. Tarantous, former  vice- 
president and publisher of Automo- 
tive Daily News, has joined the ad- 
vertising department of the New 
York News. 

He will serve as special represen- 
tative. 


News-League Appoints. 
New Representatives 


Effective July 1, Sawyer-Ferguson- 
Walker Company will become na- 
tional advertising representatives of 
the News-League. 

The League is comprised of the 
News, Dayton, O.; Sun €& News, 
Springfield, O., and News, Miami, Fla. 


Three for Gelwicks _ 


Penn Stroud Hotel, Stroudsburg, 
Pa., and Fairview Inn, Mt. Pocono, 
Pa., have placed their advertising 
with Harry R. Gelwicks Company, 
Long Island City, N. Y. The same 
agency has been selected by Alben 
Sales Company, Corona, N. Y., elec- 


EXTR 


Consumers 


through dignified direct-to-the-home 


notice. 


BIG - 


Sales Pressure on Chicago 


Business 1S better in the Chicago Market. The people who make that an 
interesting fact live here where you can contact them in their own homes 


tensive campaigns to both consumers and retailers on only a few hours’ 
What would you like to know about our service? 


ADVERTISING CARRIERS 
20 EAST 8't' ST. CHICAGO 


trical novelties. 


and Retailers 


advertising. We plan and start ex- 


ADVERTISING PUBLICATIONS, INC. 


Announces the Appointment of - 
O. L. BRUNS 


former Western Advertising Representative 


of "Editor and Publisher" 


as Western Advertising Representative of 


Advertising Age 


THE NATIONAL NEWSPAPER 


ADVERTISING 


with headquarters in Chicago 
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ADVERTISING AGE 


PHOTOGRAPHIC REVIEW OF THE 


PROVING THE DECORATIVE VALUE OF WINDOW DISPLAY MATERIAL 


RELEASING A VALUED AMERICAN TREASURE 


Rich stores of fine old wine 


now released for Americans to drink 


myxenous, mel! “Do es Europeans do when they drink their 

* What be done wich all this precous “1 
ote? Suddenly, wich the legulinasion of 4% bev- own fine old wines”— that was the idea 
emages, inspiration! A perf t we worked on... and behold! now you 
Amenca could drink this wine! Mere then thet, can enjoy the same delightful drink that 


sopbasuxaied wine of would drink it. connoisseurs sip with pleasure every night 
droak im the famous boulevard cafes of Europe. 
Rarely do Europeans drink their wine “srsight.” 
‘Mos wines are t00 heavy. On!y small 
could be imbibed thas 


3 
fl 
i 
i 
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. ret. But solwe it we did! 
= when wich selcuer Today we nt Californ Lewd 
Add babble ge 4% ged, mallow Califoenia Bar- 
‘Why acc, chen, we thought, do this Tonight, ia your own home, 
Do at 0 borrling plant enjoy a fine old wine as it 
of 


k it sounds. The 
fon om posinse ta Wine borenge ee Garche bith bende wih ie geld ie fo aly 90 ose, 


California 
BURG UNDY WINE 
by MISSION DRY 


Mos Angelos, 1601 | che. Sin Freaciogs, $01 Sixth St, Chicage, 910.N. 


Initial newspaper copy for California Burgundy wine, new product 
of Mission Dry, which was released to ating in selected cities 
this week by Lord & Thomas, Chicago. 


" iz oy *4 


Lester Gaba, whose soap sculptures have been used by leading ad- 

vertisers and magazines, is shown before his exhibit at this year's 

exhibition now on view at National Alliance of Art and Industry, 

New York. The exhibit and = is sponsored by Procter & 
amble. 
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This Eveready flashlight display, arranged by 
window display material may be used by dealers, dwells on the vacation theme. N. W. Ayer & 


“CHILL-EM-CHEST" 


With this chest bottled goods may 
be reduced to a temperature of 38 
degrees in 20 minutes, and in addi- 
tion a fountain bubbler supplies 2!/, 
gallons of ice water, and a candy 
tray holds 100 pieces of candy 
ready for service. The device is a 
product of Chill-em-Chest Corpora- 
tion, 307 Wabash Ave., Terre 
Haute, Indiana. 


Vv 


(Right) Irked by current copy for 
one of its competitors which stresses 
the blowout-proof quality of its 
tires, General Tire and Rubber 
Company interrupted its current 
series built around the ‘famous 
white car" to point out, in this "Sat- 
urday Evening Post" page, that it 
holds effective patents on blowout- 
proof construction. 


The “Good Housekeeping'-Stran Steel House at A Century of Progress, Chicago, one of a group of 
modern model homes which is attracting much interest at the exposition. 


7 


+ : 


National Carbon Company to show how effectively 


is the Eveready agency. 


Hotice to the motoung public / 


No license has been grante | 


any other manufacturer to buil@™ 
THE | 


BLOWOUT: PROOFS 
TIRE 4 


PATENTED AND MADE ONLY BY GENERAL 


cer é With tire blowouts causing a staggering number of accida 
yearly, you are entitled to know the facts about blow 
and how to prevent them, 


Tim OTHER TIRES THERE 
| ARE PART-WAY PLIES, 

{@REAKER STAIPS) THAT 
| STOP HERE 
e a 


Three years ago General introduced The Blowout-Proof Ti 
—specifivally designed to stop blowouts. Today, as then, 
exclusi with General. There are no partoway plies or “ breal 
strips” under the tread, Every ply is a full ply, running 
the way around the tire and anchored at each bead (where 
tire meets the rim), 

The Blowowt-Proof Tire is soft and flexible. lt runs on 
less air-~cushioning blows that would shatter ordinary til 
it “gives” evenly throughout. There are no stiff places to cal 
“hinging” and exrra strain... And tests have proved 
blowout-causing heat is eliminated. 


IN GENERALS THESE 2 PLIES 
UKE ALL OTHER PLIES ANE 
{ FULL PLIES Exrenoins 


a6 aneenS Tay TEs You should not he led to believe that you can have the 


blowout protection on tires built in the conventional way, 
tire#have part-way plies or “ breaker strips.” Some have sped 
single ply reinforcement. But only onc—The Blowout-Pre 
Tire—has the patented blowout-proof principle of constructi 


NO SHARP BENOING-- NO 
| HINGING UNIFORM FLEXING 


TwRUoUT BLOWOUT-PROOF 


There is wo much at stake to risk the danger of a 
blowout. For your safety, you should know that Genef 
has not licensed any other manufacturer to build T 
Blowout-Proof Tire. It is patented and exclusive with Gen 


THE GENERAL TIRE AND RUBBER CO. - AKRON, OF 


Te GENERAL.“ sation 
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WHERE "MISS IPANA" HOLDS HER COURT 


» MISS 1PANA’ 
ENTAL CHARA $i%s 
MTULURY OF ePRrogut S$ 1993 


} uMS 


OR CLEAN TEETH IPAINA ror HEALTHY G 
 anene PR's TOL — MYERS CQ 


The Ipana exhibit of Bristol-Myers Company in the general exhibi 
pavilion at A Century of Progress, Chicago. Inset is Lilyan Dillare 
Birmingham, Ala., ee as Miss Ipana" for her perfect "de 

tal personality.” 
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